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CUSHION COMFORT PLUS HEALTHFUL SUPPORT! 

TRU-GLIDE Soles on your shoes offer comfort, wear and And what outstanding sales features! The unique V-treads 
smartness never before achieved. Biltrite brings you this and the bouncy rubber provide extra traction and give 
revolutionary sole at a volume production price that means wearers a new sensation of gliding comfort — a real boon to 
big savings over similar soles. Available in a full range of sufferers of foot fatigue. Easier walking for easier selling . . 
sizes and colors for shoes for the entire family. and priced right to help you sell more shoes . . more profitably. 


AMERICAN BILTRITE RUBBER COMPANY 


CHELSEA SO, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Lours 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 


THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATE 





a full grain, 
drum dyed, 


glove leather 


Colonial Tanning Company, Inc., Boston 11, Massachusetts & 





In Stock 922 


Black Moccasin Oxford 
with Allenite Tip 


Black Crepe Sole & Heel 
8%, to 12, BtoE 
12% to 3, Bto E 


Also in stock in brown. 
986 


In Stock 4076 


Red T Strap 
Leather Sole 


6%. to 8, Bto E 
81% to 12, Ato E 
12%, to 3, Ato E 


Kali-sten-iks can be a capital asset 
in your store too. Quality Styling 


for children of all ages. 
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IT TAKES 
THE 
BIG ONE 


..t0 do the big job! in tHE $6.99 To $10.99 
WOMEN’S SHOE FIELD THERE IS ONLY ONE BIG BRAND: 
THE AMERICAN GIRL SHOE e A complete line 
— it's easier to stock — more efficient to sell 
e Proven — high rate of turnover, well above national average 
e Proven — low rate of markdowns, 
well below national average 
e Altogether, it’s a profitmaking line. 


” maior rt a 
PPSSA ¢ COLONIAL ROOM - SHERATON-McALPIN 


288 A Street, Boston, Massachusetts. Div.: Consolidated National Shoe Corp. 
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EVERYBODY'S NOW WORKING THE Wille SHIFT 


id ees 
WEL BS 
SVHUT ES 


THER VOR 


KID, CABRETTA, 
CALF & KIP 


Buyers and store personnel all over the country are en- 
thusiastically checking in new shoes fashioned of LEVOR 
white leathers. The beauty of this pristine white tannage 
gives “men on the floor” assurance of quick customer 
acceptance and volume selling. 


Smart women grab up white shoes that have rich looking 
leather. Footwear in LEVOR’S white gets re-ordered first. 


Go full-time now on the white shift. Get shoes in LEVOR 
white and your summer selling will be very successful. 
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THE VINER STAGE 
IS HEADING YOURQW AY ! 


And it's loaded with profits 
for your Fall season—new 
fast-selling patterns in the 
most-wanted leathers, new 
colors and treatments, new 
vitality and sales appeal 
right down the line! Climb 
aboard, partner, and ride 
with us this season! 
VINER BROS., INC. 


Bangor, Maine 
Shoe Craftsmen Since 1905 





j a 


SALESMEN ON YOUR TRAIL 


Dick Hasey Arthur Pett 

Al Wilmot Ed Sherman 

Marcus Swan Ira Mack 

Ray Forgette Ed Hemphill 

Ray Dumont Leo LeRoy 

Bill Wood Fred Moncur 

Tom Hartigan C. E. Carpenter 

Don Ferritor Hymie Gotlieb AT THE P.P.S.S.A. HOTEL SHERATON-McALPIN 


Abe Sceinick er ROOMS 416-418-420-422 


WVBANAUAWNHEH 
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Mr. NEOLITE offers a suggestion: 


YOU CAN ADD QUALITY AND SALABILITY TO 


TODAY’S GREATEST 


GOODYEAR TOPLIFTING IS AVAILABLE IN EVERY PRICE 
CLASS ... FOR EVERY SIZE AND TYPE OF SHOE! 
Dozens of leading shoe manufacturers use Goodyear Toplift- 


ing on a wide variety of brands. Why? For one thing, Goodyear 
Toplifting materials are the finest made—thanks to Goodyear 





ication 2 ai N EOT H A N F 
\ TOPLIFTING 
' FOR SPIKE, STILETTO AND NEEDLE HEELS 


\ 

Simiisittiadiiin Neothane Toplifting is made from an amazing 

details of design new kind of material that actually outperforms 
metals in uses requiring a combination of 
toughness, resilience and abrasion resistance! 
That’s why Neothane Toplifting outperforms 
and outlasts any other material for tiny heels. 
Neothane Toplifting won’t shift, won’t spread, 
won't fray, won’t split! And they’re non-slip, 
too! It’s far and away today’s greatest 
toplifting for heels of high-style shoes! 


SPORTS 
ILLUSTRATED 


Watch GOODYEAR THEATER on TV 


+" 


P ... and look at this! fy Gee 4 VOGI I: 
‘ te I’m in all these national —" ee ee A) 
magazines doing a seyenteel” _ Pyle 
selling job for shoes ST ES p=! & 
made with NEOLITE Soles! x fp hz = [5 
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ALL YOUR BRANDS BY USING 


TOPLIFTING! 


Research which has pioneered in developing many miracle 
materials. For another, Goodyear offers a complete line of 
toplifting materials that provides a choice of exactly the right 
toplifting at the right price for each and every type of shoe 
made. Get all the facts from your Goodyear Representative. 
Or write to: Goodyear, Shoe Products Division, Akron 16, Ohio. 


CROWN NEOLITE 
NEOLITE TOPLIFTIN 
TOPLIFTING ceaceaniagpowe went 


spread or shift! 


Won’t spread .. . won’t shift . . . won’t 
chip! They help keep heels level and 


smooth-edged . . . help heels stay firm A 
and neat-looking, even after ee 
long, hard wear! 


every Other Monday evening 


NEOLITE 22" GOODFYEAR 


NEOLITE, AN ELASTOMER-RESIN BLEND, NEOTHANE, T.M.S-—-THE GOODYEAR TIRE AND RUBBER COMPANY, AKRON, OHIO 
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the HEART « inner S OLE 


of America’s leading shoes today. . . 


PELLON 


Retailers: Benefit from the tremendous acceptance of Pellon as the inner sole that gives TRUE FLEXIBILITY 
by specifying Pellon. Manufacturers: Construct your shoes the modern way with Pellon inner construction 
materials and achieve wonderfully soft lightweight results. 


This informative booklet PELLON CORPORATION, Empire State Bldg., New York 9 A 
available without cost upon request Shoe Sales Division: 
for insertion in shoe boxes. IRVING J. FIFE & CO., 432 Fourth Ave., New York, N. Y 


€ registered trademark of the Pellon Corporation 
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Acme Boots are worn by Bret Maverick, in 
stars and featured ployers ! James Gorner, 0 


RICK" series on 
of Warner Bros. western — ee K 
television and motion pic- A co mplete 
QPromotion Package! 


ture productions. 
t mMoverick, in FREE 


Bor * series 
ck Kelly, OF verick” ser : + 2" auto. 
te adad Bros. MA : 9°9Phed photo of ees 
on ABC-TV P » 


* 

















a) a 
% i Here’sa 
a winning hand 
to put you 
in the chips! 


—S 








a telil 


to retail at % 9 & 


ss » 
a Sizes 8% thru 3 





-, 
eo cost to you 


Fn Sizes 31% thru 6; to retail ot $9.95 


4/ Bs sere cost to you $5.90 
Uff Ri aaa 
—— nd 

lacie The Official Warner Brothers Tele- 

vision Maverick Acme Boot. Fea- 
turing Acme’s all new Maverick outside leather pull-strap. 
Beautiful underlay pattern on a stovepipe top with striking 
contrasting stitching. Custom toe last with medium cow- 


~% - 
* i 377 
Pattern patent applied for 9 ye y959393579999757 


CUSTOM TOE MEDIUM TOE 


boy heel, or medium toe last with medium cowboy heel. 
Genuine Neolite soles. In black or brown-and-tan. 
FOR BOYS AND GIRLS... 


boots Sizes 812 thru 3; B & D widths; to retail at $7.95; cost to you— $4.75 
Sizes 34 thru 6; B & D widths; to retail at $9.95; cost to you— $5.90 
belong 


in today’s 

—— when you cell boote...it pays to sell Acme ! 
colorful 
way of living 


WORLD'S LARGEST BOOTMAKERS ACME BOOT COMPANY, Inc., CLARKSVILLE, TENNESSEE ALSO 
MAKERS OF WELLINGTONS, OUT-OF-DOORS BOOTS, ENGINEER BOOTS AND PARADE MAJORETTES. 


See you at the PPSSA—May 3 thru 7. Room 430, New York Trade Show Building 
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Best Bet for the Younger Set 
... the TYER line fits them all 


Sell them while they’re young — then keep on 
selling them as they grow! You can do it best with 
Tyer—the line that fits them all and suits them all 
from six to sixty-five. 


Tyer rubber footwear has been famous for value 
for more than a century. And this year’s line — with 
new styles and new features is causing more com- 
ment than ever. Write today for the latest Tyer Price 
Lists on Rubber, Plastic and Canvas Footwear. 


ANDOVER, MASSACHUSETTS, U.S.A. 
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Tyer’s expanding footwear line 
is part of a continuing program of 
progress —in research, product 
development and marketing — to 
help you get more business. 





the 


greatest step 


in 
295 YEARS 


Patented Construction... The Silent-Step Lift is of hard, extremely durable 

rubber compound. The lift is on a dowel and can be replaced easily, if 

necessary, by local Shoe Repair Shops. 

No Click-Clack Noise... No Jar... No Shock...No Sway... Silent comfort 

because of the soft but firm grip that Only a Rubber Formula can give. 

No Mar... No Dents...No hard composition or metal to mar or dent 

floors...no hard, sharp ragged edges to snag hose. 

Backed by National Advertising ... Silent-Step Lifts are being introduced 
@ to millions of women through Vogue, Harper’s Bazaar, Mademoiselle, 

Charm, Good Housekeeping, and other magazines. 


Developed and Manufactured by MISSOURI HEEL COMPANY, 4067 Folsom Avenue, St. Louis 10, Missouri 


f Extensively Warehoused and Distributed by: famous for 
© AUBURN WOOD HEEL CO.— Auburn, Meine © GABRIEL -CENTURY WOOD HEEL CO.— 882 Third, Brooklyn, N.Y. 


© CAMBRIDGE MFG. CO. — 120 Potter St., Cambridge, Mass. @ HANOVER HEEL CO. — Hanover, Pa. HEELS 

@ CENTURY WOOO HEEL CO.— 151 Essex, Haverhill, Mass. © SOUTHERN HEEL CO. — Springfield, Tenn. Guerenteed in writing against breaking, 
4 chipping, bending or cracking under 

© CENTURY WOOD HEEL CO. — 1708 Tyler, El Monte, Calif. © (in Canada) WILLIAM GLADSTONE CO. — 988 De Bullion, Montreal normal wear and vse. 
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NEE THE PEOPLE! 


INS 


—Success stories in the shoe industry measure up as 


big and plentiful as any other industry, we are 


certain. But it is always exciting when someone 
outside puts an emphasis on “one of our own.” 


—Joe Burger, in his talk before the Sales Executive 
Club of New York, told of a young fellow by the 
name of Stony Whittaker, who hailed from the little 
town of Bellbuckle, Tennessee. 


—Stony had a burning desire to be a shoe salesman. 
Seems he had seen one in operation in Bellbuckle 
and decided then and there that this was the life 
for him. 


—He answered an ad in his local paper, placed by the 
International Shoe Company of St. Louis. Selected 
by the Sales Manager for an interview, he packed his 
bags and made for St. Louis. 


—wWhile he felt Stony was green, the Sales Manager 
liked his frank, open expression and was impressed 
by his farm-worn hands. Here was a boy who knew 
what work was. 


—When he was introduced to the Board Chairman for 
approval, Stony was nervous and ill-at-ease. When 
asked what experience he had, Stony could only 
reply: “Well, I can plow.” 


—The Board Chairman said yes, they had room in 
their organization for a hard-working young man 


who could plow. 


—Stony started selling. He broke all outstanding 
records in weekly sales. When the company held its 
annual convention at the Statler Hotel in St. Louis, 
Stony Whittaker was selected as featured speaker. 


—When he looked out upon that sea of a thousand 
faces. he trembled. Couldn’t say a word. Finally, 
he grabbed the mike and gasped: “See the people. 
... See the people. . . . See the people.” 


—First there was only silence. Then thunderous 
applause. In those few words, Stony had given the 
secret of his success: “See the people!” 


Se. Seles. 


Publisher 
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30,107,642 


pairs 
and 15 years ago... 


Jumping Jacks were born. 
... The famous Patented 
Jacks “Sole-Up-the-Back” 


first walker...now sold 





in 42 countries all over 
the world! Since 1944 we’ve 
added Jumping Jacks 
JUNIORS with conven- 





tional heel. Jumping Jacks 

SENIORS for boys and 

girls and PARTIES for 

girls...and, now for ’59 


more new PRE-TEEN 








sizes. 

















| \yumpne-uacks’\® 


America’s Finest Fitting Shoes For Children 


the fastest growing line 
in ‘59... 


VAISEY-BRISTOL SHOE CO. 
MONETT, MO. 








LET’S GO WITH 


to the event of the year— 


“HAWAIIAN 
PARADISE” 


magnificent 50th State theme for 
the Popular Price Shoe Show, 
May 3-7 in the 


DESCO SHOW ROOMS 
209 West 33rd Street 


ENCHANTING HULA GIRLS 


will model the shoes to dramatize 
their graceful lines, ease and freedom 
of movement, perfect poise and 
heavenly comfort . . . 


DELICIOUS HAWAIIAN DISHES 


Authentic Hawaiian food (including 
hot and cold pupus), served by 
Polynesian girls in native costumes 
from breakfast through cocktail hour. 
All this AND— 


FREE DOOR PRIZES DAILY 


10 tickets a day to Broadway Hit 


Shows will be given away as door 
prizes Sunday, Monday and Tuesday. 


In our showrooms see 
REVELATIONS, THRILLMATES, 
DARLIN’S, DESCO DEBS, 
AVANTi—and DESCO BOOTIES 


the industry’s outstanding 
volume-building, profit-making 
fast-selling lines. 


DESCO SHOE CORP. 


Rex Shoe Co., Inc. (a subsidiary) 
209 West 33rd Street, N. Y.C. 


(Around the corner from all 
hotels—opposite Penn Station) 


POI-HO-POI, YOU'LL HAVE A LUAU OF A TIME! 
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Your manufacturer's salesman who carries “SUPERSOLE” Profit Story. 

shoes with VOTAN ‘‘SUPERSOLE” If he doesn’t carry lines featuring genuine 

will be glad to show you this brand leather “SUPERSOLE”, ie 

new, dramatic demonstration kit of the just drop us a postcard. SED 

VIRGINIA OAK TANNERY g Game | 
SALES CORPORATION yl 


27 SPRUCE ST. - NEW YORK 38,N. Y. SS 


Now available in Canada exclusively by BEARDMORE & CO., Limited, Acton, Ontario 
/ 
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“FIRST CHOICE” 
LINE GIVES YOU 
A COMPLETE LINE’ 


iiss JUNIORS offer fresh styling for all age groups! 
That’s why American Juniors hold customers, make new ones! 
Stock the line Young America grows up in... for growing volume... better profits. 





xk Keke x 
Pee SA Sas See us at the PPSSA 


* oP Hotel Sheraton-McAlpin, New York City 
* x * Rooms 506-8-10 and 511 
* 











* 
* 
* 

* 


* AMERICAN JUNIORS SHOE COMPANY, INC. | 
y, ONE ISLAND STREET. LAWRENCE, MASS. aS 
JSuniors Pza® DIVISION CONSOLIDATE® NATIONAL SHOE CORP NEW YORK SALES OF FICE: MARBRIOGE BUILDING 
PARENTS) 


oo * 
i eS a fie 


* 
* 
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IN-STOCK FOR 
IMMEDIATE 
DELIVERY 





Danvers, 
ALL-AMERICA, 


Showcase 


All-American favorites in slippers and distinc- 
tive leisure footwear . . . luxuriously cushioned... 
super-soft and feather-light . . . many richly 
shearling lined . . . styled for immediate accept- 
ance in your store! Only Danvers makes slippers 
— and casuals — so saleable! 


DANVERS SHOE COMPANY, INC. 
Manchester, New Hampshire 


See America’s Finest Slippers and Casuals at HOTEL NEW YORKER Room 603. 





ADVERTISED IN 
JUNE 


Eaquire 


shoes... just the best ones 


You get the best of everything .-- when you 
choose a shoe with America’s original cellu- 
lar sole.* Preferred for its distinctive designs, 
exceptional buoyancy and remarkable wear, 
Cush-N-Crepe is an extra value you can rec- 
ognize — on the finest shoes made. Look for 


this Solemark of Quality. *Reg. U. S. Pat. OF. 


TRACTION Cmeiieat 
a Syaa Tiy 





MAKE 
THE 
BEST™ 


IMPRESSION 
WITH... 


Amepicai Sufi 7, 


Specify this Solemark of Quality... your best customers will! 


AVON SOLE COMPANY, AVON, MASSACHUSETTS 
Highest Quality Soles for 48 Years 

















ab 


A Cordial Invitation 
to visit rooms 514-515 Hotel New Yorker 
During the Popular Price Show 
May 3-7 1959 


ARO pes a 


* sir 
ea) a 
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Major Producers 
Boost Fall Prices 


ST. LOUIS—Official announce- 
ments on price increases have been 
made here by both International 
Shoe Company and Brown Shoe 
Company. 

International, through its presi- 
dent, Henry H. Rand, said prices 
for fall will be raised between 4 
and 5 per cent. Unless there is a 
drop in the hide market in the near 
future, further advances in shoe 
prices before the season ends 
“would seem inevitable,” he added. 

Brown Shoe, through Louis J. 
Schaefer, vice-president in charge 
of sales, announced price increases 
on all its lines for the fall season. 
A variation between categories 
was noted, with children’s’ up 
about 3 per cent, men’s up about 4 
per cent, and women’s up 5 per cent. 

Meanwhile, in Nashville, Ge- 
nesco President Ben H. Willing- 
ham said his company is increas- 
ing shoe prices at wholesale by 4 
to 10 per cent—probably meaning 
between 25 and 50 cents a pair at 
retail. 

Frank Johnson, president of En- 
dicott Johnson Corporation, Endi- 
cott, N. Y., said prices on EJ’s fall 
lines would be up 8 to 10 per cent. 





20 New Lines Are Expected 
At Atlanta Show May 3-6 
ATLANTA — Judging from ad- 


vance requests for space in the 
Southeastern Shoe Travelers’ Fall 
Show, there will be more exhibitors 
than at any previous show in recent 
years. 

Indications are that at least 20 
new lines will be on hand when the 
show opens May 3, according to Mrs. 
Ruth Whatley, association secretary. 

Many of the new exhibitors will 
be in the handbag and accessories 
lines, she said. 

The show is scheduled to run 
through May 6 with exhibit rooms 
in four downtown hotels, the Dink- 
ler Plaza, Piedmont, Peachtree-on- 
Peachtree and the Henry Grady. 

The Travelers have booked Tommy 
Dorsey’s Band for the regular smor- 
gasbord and dance. 
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Teamsters Organize Shoe Division 


Unionizing activity by the Team- 
sters is centering around Brock- 
ton, Mass., where handsewers 
have applied for a Teamster 
charter. But the organizing drive 
will spread out, the union says. 
Now the Teamsters have set up 
a “Shoe and Cut Sole Division.” 


Reported from 


BOSTON and COLUMBUS 


THE TEAMSTERS’ drive to 
unionize the shoe industry’s unor- 
ganized production employees has 
been marked by several new develop- 
ments in the past couple of weeks. 

The Teamsters have now officially 
established the “Shoe and Cut Sole 
Division” of the Teamsters Inter- 
national Union. 

A nucleus group of handsewers in 
the Brockton, Mass., area have ap- 
plied for (and are expected to re- 
ceive around mid-April) a charter 
under the Teamsters. This group is 
to be known officially as the “Hand- 
sewing Craftsmen, Shoe and Cut 
Sole Division, Teamsters Interna- 
tional Union.” 

The Brockton, Mass., area is evi- 
dently being used as the pivotal 
point in the Teamsters shoe indus- 
try organizing program. However, 
according to Teamster officials, the 
drive is due to “fan out” throughout 
New England, as well as in other 
parts of the country. Teamster or- 
ganizers are reported to be active 
in Maine, the result of an initial 
program launched on a “selective 
scale” last week. 


Manufacturers Interviewed 


Most manufacturers interviewed 
by the RECORDER have asked that 
they not be quoted. This also applied 
to most other individuals contacted, 
with the exception of union officials. 

Most shoe manufacturers ac- 
quainted with the Teamsters’ organ- 
izing program in the shoe industry 
are voicing strong objection to the 
“invasion” by the Teamsters. Some 
shoe manufacturers express firm be- 
lief that “the shoe workers won’t go 
with the Teamsters, and will vote 
them down as an unwanted union in 
this industry.” 


Other manufacturers aren’t so 
sure. As one states, “When the chips 
are down, it’ll be a bread-and-butter 
vote. The bigger pay envelope, plus 
the lush fringes, the Teamsters will 
offer, will attract a lot of workers— 
despite the Teamsters’ reputation.” 

So far, the Teamsters’ “drive’’ in 
the shoe industry in only on a scat- 
tered basis. While a number of New 
England plants, especially in the 
Brockton area, have been targeted, 
managements in these plants report 
no all-out card-signing drive as yet. 
Only unorganized plants or those 
with independent or so-called com- 
pany unions are on the Teamsters’ 
list. 


Status of Independent Unions? 


According to labor attorneys, an 
independent union holding a con- 
tract with a company cannot be in- 
vaded by an outside union, such as 
the Teamsters. However, say these 
attorneys, “it all depends on the cir- 
cumstances.” Teamster spokesmen, 
however, claim that most such plants 
are open for entry by the Teamsters. 

John Jankowsky, president of the 
Brotherhood of Shoe & Allied Crafts- 
man, Brockton area union with about 
8000 members, says “the Teamsters 
don’t have the chance to get into 
plants under BSAC contract. The 
Teamsters can’t offer anything our 
people aren’t already getting here.” 

The BSAC’s in the 
Brockton area do not expire until 
December 31, 1960, with no wage- 
reopening clause. 


contracts 


Stephen Pronicki, New England 
director of organizing for the Team- 
sters in the shoe industry, told Boot 
AND SHOE RECORDER, “The National 
Labor Relations Board is no curtain 
for the shoe manufacturers to hide 
behind. While the Teamsters aim to 
abide by the NLRB on recognition 
rulings, we’re not legally bound to 
do so. We can operate independently 
of NLRB. We can picket in the in- 
terest of any Teamster - affiliated 
group in a shoe plant. And when we 
picket, no Teamster member will 
cross the line to move goods in or 
out of the plant.” 

(CONTINUED ON PAGE 
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Boston Mart Confirms Price Trends 


Buyers at the Advance Fall Mar- 
ket Week found price increases 
ranging as high as $1 a pair. 
Further boosts were possible, de- 
pending on leather prices. Some 
buyers went ahead with their 
purchases; other awaited devel- 
opments at the PPSSA. 


By OWEN THOMAS 


BOSTON—If any uncertainty ex- 
isted as to price trends in the world 
of footwear, it was effectively dis- 
pelled at the Advance Fall Shoe 
Market Week held here March 30- 
April 3 under the sponsorship of 
the New England Shoe and Leather 
Association. 

Buyers representing general line 
wholesalers reported that they had 
been quoted factory increases as 
high as $1 per pair on men’s work 
shoes; from 25 cents to a high of 
75 cents for men’s dress shoes; and 
from 5 to 40 cents on women’s shoes, 
depending on the grade and type. 
Children’s shoe prices were un- 
changed to very slightly up. 

These buyers heard furthermore 
that several] more cents per pair 
might have to be added in the near 
future. Everything depended, they 
found out, on whether leather prices 
stabilized at current levels or went 
higher. The latter possibility was 
generally expected. 

Manufacturers were franky baf- 
fled. Some of them, with leather re- 
quirements covered for not more 
than a few weeks, could—and did— 
write fall orders for near-term de- 
livery. Beyond that they could not 
do business because they didn’t know 
and couldn’t find out what they 
would have to pay for their raw 
materials. 


Various Solutions 


This left buyers with several prob- 
lems to solve. The solutions varied. 
Wholesalers and other volume buy- 
ers who felt they must have early 
delivery of their fall merchandise, 
placed firm orders and paid the in- 
creases asked. 

Others, who normally would have 
ordered at this show and specified 
delivery in July, found themselves 
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stymied by two obstacles: (1) they 
could not afford to pay for shoes de- 
livered at a time when they will still 
be delivering late spring and summer 
merchandise; and (2) they could not 
find space in their stock departments 
to put the shoes if they had been 
able to buy and take early shipments. 

These buyers held off—or bought 
very lightly. Many left the display 
rooms of their usual resources in 
the Statler Hilton Hotel and Shera- 
ton Plaza and shopped around. Their 
hope was to find other lines which 
could be bought more advantage- 
ously. 

Others decided to take a chance 
on the predicted second price in- 
crease and await developments at the 
Popular Price Shoe Show in New 
York early in May. 


‘All We Can Do’ 


“That’s about all we can do,” one 
buyer said. “We can’t buy now. If 
prices are even higher later on, we'll 
just have to pay the increase. Either 
that or go to lower-grade factories.” 

Both buyers and manufacturers 
reported that retailers of medium- 
grade shoes, come fall, will have to 
re-price sharply upward. The amount 





3-Month Output May Have 
Set Mark, NSMA Indicates 
NEW YORK—The National Shoe 


Manufacturers Association  esti- 
mates total shoe production for the 
first three months of this year at 
165,192,000 pairs—a record for this 
quarter and an increase of 7.3 per 
cent over the corresponding period 
of 1958. 

The figure would be _ slightly 
above the previous peak set in the 
first quarter of 1956. NSMA listed 
January-March output in_ recent 
years as follows: 1958, 153,900,000 
pairs; 1957, 158,675,000, and 1956, 
164,982,000. 

On the basis of manufacturers’ 
schedules, the association put 
March ’59 production at about 56 
million pairs. This would be 7.8 
per cent more than in depression- 
marked 1958, when March produc- 
tion reached 51,955,000 pairs. 


of the increase, they said, will de- 
pend on their willingness to depart 
from the fixed price bracket policy 
which they have had for many years. 

Wholesalers, it is believed, may be 
able to absorb half of a 10-cent in- 
crease in the very low grades but 
not more. 

Most of the volume done at this 
show was on women’s novelties. Or- 
ders for immediate delivery as well 
as for future shipment were placed 
for slippers, straws, sandals, thongs 
and flats in both leather and fabrics. 


U. S. Proposes Higher Pay 
For Learners in Factories 


WASHINGTON, D. C.—The Gov- 
ernment is proposing higher wages 
for learners in shoe manufacturing. 

Hourly minimums for learners are 
now 87 and 93 cents. These rates 
would rise to 92 and 98 cents per 
hour, under a plan offered by the 
Wage-Hour and Public Contracts 
Division, U. S. Department of Labor. 

Persons or firms wishing to com- 
ment on the wage-increase plan 
should submit their views in writing 
before April 19 to Clarence T. Lund- 
quist, Administrator of the Wage- 
Hour and Public Contracts Division. 

The proposal advanced by the 
Government also would clarify the 
meaning of the occupation of lasting. 
This is one of the occupations for 
which learner certificates are not 
granted, other than for slip lasting. 
If the new rules are adopted, they 
will apply to all special certificates 
previously issued for learners in the 
shoe industry. 


PPSSA Supporting NSI’s 
Industry-Wide Promotions 
NEW YORK—The New England 
Shoe and Leather Association and 
the National Association of Shoe 
Chain Stores, co-sponsors of the 
Popular Price Shoe Show of America, 
are devoting most of their advertis- 
ing budget for the May 3-7 show to 
the support of the National Shoe In- 
stitute’s industry-wide promotions. 
The NSI themes are: for men, 
“Brown Touched with Black,” to be 
featured in Esquire; for women, 
“Shoe Shapes in Brown,” to be 
featured in Vogue, and for children, 
“Boots! Boots! Boots!,” to be 
featured in Parents’ Magazine. 
PPSSA officials are calling atten- 
tion to these themes in their ads. 
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Retailing Group Sets 
Shoe Sales Seminar 


NEW YORK—A _ seminar de- 
signed to help executives and super- 
visors improve the sales skills of 
shoe department personnel in spe- 
cialty and department stores will be 
held May 4-8 by the National Retail 
Merchants Association. 

Seymour Helfant, manager of 
NRMA’s Smaller Stores division 
and author of sales training articles 
in BooT AND SHOE RECORDER, said 
the seminar will be held in the as- 
sociation’s offices, 100 West 31st St., 
New York City. 

The lectures and discussions will 
cover selling techniques, shoe con- 
struction, measuring techniques, foot 
structure, correct fitting, a complete 
study of leather, and the handling 
of complaints and adjustments. 

Guest lecturers from the shoe and 
leather industries will participate in 
the program, and lectures will be 
supplemented by displays. Execu- 
tives who participate will be shown 
how to teach sales personnel to rec- 
ommend the proper footwear for 
both the foot and the occasion, how 
to deal with objections most com- 
monly met, and how to gain customer 
confidence for fashion selling and 
repeat business. 

Seminar sessions will be held 
from 9 a.m. to noon and from 1:30 
to 4:30 p.m. daily during the five- 
day period. Registration fee is $100 
per person. 

The NRMA seminar has _ been 
timed to coincide with the Popular 
Price Shoe Show. 


Hartland VP on Maine Board 


HARTLAND, ME. — Daniel E. 
Connelly, vice-president of the Hart- 
land Tanning Company here, has 
been appointed by Governor Clinton 
A. Clauson as a member of the State 
of Maine Commission for Water Im- 
provement. 

A graduate of the University of 
Maine, Mr. Connelly joined the exec- 
utive staff of Hartland as personnel 
manager in 1948. He later became 
business manager and then vice- 
president. For many years he has 
been a member of the State of Maine 
Commission for Stream Improve- 
ment. 

The Hartland Tanning Company is 
an affiliate of the Irving Tanning 
Company of Boston. 
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Tariff Ruling Expected on Plastic Imports 


WASHINGTON, D. C.—The tariff 
status of Japanese plastic shoes is 
finally being cleared up here by the 
U. S. Customs Bureau. 

For many months, the Bureau has 
been puzzling over what rate of im- 
port duty to impose upon the aval- 
anche of imported Japanese plastic 
footwear now arriving at U. S: ports. 

Existing Customs Bureau regula- 
tions and tariff schedules make no 
specific provisions for the vinyl] foot- 
wear, referred to in Japan as “chemi- 
cal shoes.” 

In cases where there has been a 
question over what rate of duty ap- 
plies, the importers have been paying 
the lower rate in order to get their 
shipments cleared through customs 
and into retail channels. 

The Customs Bureau is making it 
clear that the importers will have 
to pay the difference in cases where 
the final rulings require payment of 
a higher duty than that initially paid 
by the importers. 

The fact that the government’s 
categories of footwear make no pro- 
vision for the plastic shoes points up 
the need for revision of the customs 
and tariff regulations. As matters 


stand now, an importer of Japanese 
plastic shoes may choose—for duty 
purposes—any of several categories. 

Many importers are entering their 
shipments of Japanese plastic shoes 
under provisions for rubber foot- 
wear, which is dutiable at 12% per 
cent. Others are claiming the 10 
per cent rate applying to certain 
types of leather footwear. 

Still another category provides for 
footwear with uppers wholly or 
chiefly of fabric and with rubber or 
rubber-substitute soles. The duty 
for these types is 20 per cent ad 
valorem, based on the U. S. selling 
price of comparable goods. 

Official rulings are to make their 
appearance soon. A series of rul- 
ings, rather than a single, unified 
ruling, is anticipated. These are 
scheduled for publication in “Trea- 
sury Decisions,” an official publica- 
tion of the U. S. Treasury Depart- 
ment, of which the Customs Bureau 
is a unit. 

The Treasury decisions, when 
issued, are not likely to satisfy all 
parties. In any case, a series of 
legal appeals and a period of litiga- 
tion seems likely. 





Teamsters Union Forms ‘Shoe and Cut Sole Division’ 


(CONTINUED FROM PAGE 21) 

Mr. Pronicki said that a recent 
meeting of the special handsewers 
group in the Brockton area was a 
success, leading to a request for a 
special Teamster charter by this 
group. There are approximately 300 
handsewers in the Brockton area. 

A Brockton shoe manufacturer 
countered by saying the handsewers 
would pose no effectual problem: 
“We'd either farm out the handsew- 
ing, or, as a last resort, eliminate 
these shoes from our line.” 

Mr. Pronicki declared that the 
Teamsters plan to “carve out” cer- 
tain occupational departments in 
shoe plants (such as the handsew- 
ers), “but with no letup in the over- 
all plan to organize the unorganized 
shoe production workers in general.” 

He added that one major goal of 
the Teamsters is “to stabilize wages 
in the shoe industry, nationally.” 

According to Mr. Pronicki, a se- 
ries of shoe worker meetings are on 
the agenda in the coming weeks in a 


number of shoe manufacturing cen- 
ters in the New England area. 

Meanwhile, Teamster organizing 
activities are reported to be stepped 
up at the Walker T. Dickerson plant 
in Columbus, O. Company President 
Owen H. Dickerson issued a letter to 
employees stating that he had ‘‘no in- 
tention of handing over the produc- 
tion force of the company to the 
Teamsters on a silver platter.” While 
there is a compulsory waiting period 
of a year from last December before 
another election can be held, it’s re- 
ported that the Teamsters have 
meanwhile asked for a “card check’’ 
among the employees, as a sort of 
show of strength before the com- 
pany. 

The 500 employees of Regal Shoe 
Company, Whitman, Mass., are on 
the Teamsters’ target list, according 
to union officials. A meeting of some 
of the Regal employees, sponsored by 
the Teamsters, was held two weeks 
ago in Brockton, where the Team- 
sters outlined their program. 
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Sales Goal Reached, Genesco Salesmen Told 
ie : = 7 


GREATESs 


Maxey Jarman, Genesco chairman, addresses salesmen from many of company's 
wholesale divisions at spring meeting. M. S. Wigginton (center), sales vice-presi- 
dent, and Ben H. Willingham, president, are seated at speakers’ table. A banner 


proclaims 


NASHVILLE, TENN. — Three 
hundred salesmen for Genesco 
wholesale lines learned at their 
spring sales meetings that they had 
achieved a sales goal set in 1958. 

“You men have overcome the de- 
pression and the severe losses that 
confronted us when we met here 
one year ago,” exulted M. S. Wiggin- 
ton, Genesco vice-president. “Al- 
ready you have established the 10 
per cent net sales increase which we 
set for ourselves.” 

He said net sales for the 12 
months ending April 30 would total 


“1959—Our Greatest Year." 


$238 million compared with $216 
million for the previous year. This 
is a net increase of 10.2 per cent. 

Added Mr. Wigginton, “I have no 
hesitation in predicting that 1959 is 
going to be the greatest year in our 
company’s history.” 

Mr. Wigginton, Chairman Maxey 
Jarman and President Ben H. Will- 
ingham were the principal speakers 
at meetings in Nashville. Divisions 
included were Fortune, Douglas, 
Cedar-Crest, Johnston & Murphy, 
Friendly, Storybook, Fortunet, Fam- 
ily and Valentine. 





Hamilton Shoe Forms Subsidiary to Make Penaljo Line 


ST. LOUIS—Hamilton Shoe Com- 
pany has marked its 21st year in 
business by forming another wholly- 
owned subsidiary, the DeSoto Shoe 
Company, and acquiring its first 
plant outside St. Louis. 

Papers were formally signed in 
DeSoto, Mo., April 1, giving oc- 
cupancy to a three-story brick build- 
ing with a total floor space of 53,000 
square feet. The plant, 42 miles 
south of St. Louis, will be given over 
entirely to the production of Penaljo 
shoes. When in full operation, the 
new factory set-up will employ about 
300 persons. 

Negotiations had been in progress 
for several weeks. The building was 
acquired on a long-term lease, and 
plans call for starting production in 
time for fall deliveries. Renovations 
are in process and equipment is 
being installed. 

“The acceptance of the slip-lasted 
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shoe for casual wear has been far 
beyond our dreams when we started 
the business 20 years ago,” observed 
C. D. P. Hamilton III, president of 
the company, in commenting on the 
expansion move. 

“We believe that by developing a 
third factory away from the restrict- 
ing environment of the big city, we 
are in a position to expand our busi- 
ness very substantially.” 

The Penaljo line was the first line 
manufactured by Hamilton Shoe 
Company when it opened 20 years 
ago. The name Penaljo stems from 
the first names of the three organiz- 
ing partners, Penn Hamilton, Al 
Scheu and John Walsh. 

Ray Bennigson serves as sales 
manager for the Penaljo division. 
In addition to this brand, the fam- 
ily-owned corporation manufactures 
Delmanette, Peacock and Rice- 
O’Neill shoes. 


Denver Show to ‘Tie In 
With State Centennial 


DENVER — A _ record exhibitor 
list and a record registration of re- 
tailers from nine states in the 
Mountain States area are antici- 
pated for the Fall Shoe Show to be 
sponsored by the Mountain States 
Shoe Travelers Association May 3, 
4 and 5 at the Albany Hotel here. 

Seventy-five rooms, representing 
150 lines of men’s, women’s and 
children’s shoes and boots, had been 
assigned six weeks prior to the show 
and more were expected. 

Colorado Centennial’s “Rush to 
the Rockies’ theme has been tied 
in with the shoe show, and the 
city’s special Centennial events and 
displays are expected to be an added 
attraction for retailers and their 
families during the show week. The 
Governor’s “Pink Poodle Posse” of 
beautiful girls, official welcoming 
body for the “Rush to the Rockies” 
this year, will be present at the an- 
nual banquet. It will be held Sun- 
day, May 3, at noon, when retailers 
and their families are guests of the 
Shoe Travelers. 

A dance will be held Monday 
night in the Albany ballroom with a 
six-piece combo scheduled. 

Travelers’ Auxiliary members who 
act as hostesses during the show 
will be dressed in Centennial cos- 
tumes, while salesmen will wear 
Western ties, armbands and other 
old western attire. A coffee and 
snack bar again will be arranged 
with salesmen’s wives presiding. 

A feature of the show, which will 
open with the semi-annual meeting 
of the Mountain States Travelers, 
Saturday, May 2, at 4 p.m., will bea 
shoe display dating back to the 1859 
“Rush to the Rockies.” Wulff’s Shoe 
Store, Colorado Springs, will bring 
its collection to the Albany lobby. 

Ralph George, vice-president of 
Kemp Shoe Company, is in charge 
of room reservations and Danny 
Kole heads the entertainment com- 
mittee. 


Hubschman N.Y. Office Moves 


NEW YORK—E. Hubschman & 
Sons, division of Gera Corporation, 
is moving its New York office and 
fashion department to 261 Fifth 
Ave., April 20. For some years the 
tanning firm has occupied offices in 
the Empire State Building. 
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FLAIR FOR FASHION 


a Cee! 


The flair for fashion has created new 
excitement and color in today’s casual wear. 
Keyed to the fashion picture is Rueping's 
full grain MANITOU leather...supple, soft... 
lightly finished...richly aniline. MANITOU 
is featured here by o/ Porto and is the 


choice of leading stylists everywhere. 


— di PORTO 


., pj pe 


SHOES: Style No. 160-K "MARGO 
di PORTO Shoes 

1221 Locust Street 

St. Lovis 3, Missouri 


LEATHER: Rueping’s MANITOU 
Color No. 4009 Scarlet 


0 
WUG 
FENE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Cunrsteps 


15 styles now in stock...ready for “At Once” delivery! 








TIED PIPER 


PAISAN (Juvenile) 





i BASQUE = BARELY HI 


BASQUE (Juvenile) 


SS, 





| ‘ ITALIENNE 


TIED PIPER (Juvenile) 


SSA, 











i WEEKENDER (Men's) 





Here they are! 15 styles . . . available in a wide range of sizes and 
colors .. . Don’t lose sales, order now to keep your stock complete. 


MADE ONLY IN B.EGoodrich AND Hood BRANDS 
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@ Bill to require manufacturers to set prices on goods sold 
in their own stores is now being studied in the House. 


@ Justice Department has told House Commerce 
Committee fair trade law would harm smali 
merehants and consumers. 





@® Seven new measures designed to help small 
business firms have been introduced in Con- 
gress by Senator Humphrey. 


Baker Reporting from WASHINGTON 





Manufacturers would be required to set prices on goods they make when 
such goods are sold in their own stores, under the terms of a bill now being 
studied in the House of Representatives. 

Rep. Alvin M. Bentley (Michigan Republican) is backing this bill, and 
says he is supported by other congressmen. 

Mr. Bentley says manufacturers now can operate their own retail stores 
and give price concessions—they either will not make or do not make to 
independent retailers. The manufacturers claim there is no actual “sale” in- 
volved in distributing their own goods to their own outlets. They sometimes 
sell items for less than the wholesale cost to the independent, he maintains. 

The Bentley bill is being studied by the House Commerce Committee. 


Fixed retail prices set by manufacturers would be harmful to small mer- 
chants and to the public, the Department of Justice tells a congressional com- 
mittee looking into the pros and cons of a federal price-maintenance (fair 
trade) law. 

In a statement presented to the House Commerce Committee, which is 
considering a bill (H. R. 1253) to bring back so-called fair trade, the De- 
partment declares that any federal price maintenance law would mean the end 
of free enterprise in retail distribution. 

Manufacturers’ price orders would replace the common sense of inde- 
pendent merchants. Competition would surely wither away, and small mer- 
chants and the public would be the ones hurt the most, it is argued by the 
government. 

Price studies conducted by the Department of Justice show that con- 
sumers would have to shell out at least $1 billion a year more at retail than 
they do now, the Department contends. 

The Department priced 133 consumer products (mostly drug store items) 
and found the customers living in non-fair-trade areas paid anywhere from 
seven per cent to 32 per cent less than those who had to pay the so-called 
fair trade price. 


A host of new plans to aid small firms is piling up in Congress. 

Among the latest bills to help small firms are seven measures sponsored 
by Sen. Hubert Humphrey (Minnesota Democrat). Three are technical amend- 
ments to the antitrust laws. The others would: 

Establish a graduated income tax to give substantial tax cuts to small 
corporations by cutting the tax rate on profits under $100,000 a year. 

Strengthen the prohibition against sales of goods at “unreasonably low 
prices” where the effect is to destroy competition. 

Provide disaster loans to small firms forced to relocate because of federal 
highway construction. 

Prohibit loss-leader selling. 
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@ Consumers are spending a shrinking perceu- 
tage of their income every year on shoes. New 
Commerce Department study gives the figures. 


Hep ort from ® Federal Trade Commission is winding up its 
investigation of the shoe industry. Report not 


WASHINGTON  ceaay. 





The tax proposal is not likely to be considered until next year, when all 
taxes will come under study. The other proposals could pass if they are 
strongly backed from the “grass roots” by dealers and other local business- 


men. 


As every shoe retailer knows, consumers in recent years have been spend- 
ing less and less of their disposable cash on shoes. Purchases of footwear 
have simply failed to keep pace with spending for homes, automobiles, and 
appliances. 

Here and there, you can see hints that this cycle may before too long 
complete its course. Consumers may then start earmarking more of their 
paychecks for footwear and less for some of the durable goods they've been 
accumulating. 

But this doesn’t mean the upturn in shoe buying is in sight. Government 
experts believe a preference for soft goods is definitely in the making, but they 
are not yet prepared to say that it is at hand. In fact, the preference for 
durables that’s been in effect since the end of World War II may well be 
with us a bit longer. 

Prior to World War II, consumers increased their outlays for footwear 
by eight per cent each time their income rose by 10 per cent. But since 
World War II, footwear’s share of the consumer dollar has been shrinking. 
For the years since World War II, consumers have increased their spending 
for shoes by only four per cent for each 10 per cent rise in their income. 

These and other trends in consumer spending are traced in a new study, 
“Consumer Purchasing and Income Patterns,” presented in the March issue 
of the U. S. Commerce Department’s Survey of Current Business. (U. S. 
Government Printing Office; 30¢). 

The study points out that the percentage of income spent on clothing and 
shoes has been shrinking steadily in the years since 1945. As late as 1947, 
10 cents out of every consumer dollar went for clothing and shoes. By 1958, 
this sum had shrunk to 81% cents out of every spending dollar. (Way back 
in 1929, 131 cents of every spending dollar went for clothing and shoes.) 

To show how the trend has been running, here are the percentages of 
consumer income spent on footwear and automobiles in selected years: 


Footwear Automobiles Footwear Automobiles 
1929 2 % 3.9% 1953 1.3% 5.6% 
1940 3.6% 1954 1.3% 5.2% 
1948 3.9% 1955 1.3% 6.7% 
1950 6.2% 1956 1.3% 5.4% 
1952 } 4.6% 1957 1.2% 5.6% 
1958 (not available) 4.5% 


The Federal Trade Commission is winding up—for the time being—its 
investigation of the shoe industry. For the past three months, the Commis- 
sion’s agents have been interviewing shoe factory management, wholesalers. 
merchants, and repairmen. 

Purpose: To learn if there is any deception of the public in the marketing 
of footwear. 

(CONTINUED ON PAGE 76) 
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NOVA ... a styl- 
ish swirl and a 
swivel strap — ir- 
resistible to any 
little miss. Patent, 
white, blue. 


DARBY 

smart ’n’ snappy 
classic. Black and 
white for junior 
ivy leaguers. 


BAREFOOT SAN- 
DAL... cucumber 
cool for summer, 
and colorful, too. 
In red, brown or 
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Great Nor fhern oun oo. 


presents 


Briarcli 


AND 


---== [IMPERIAL 


for Fall 1959 


The Fastest Line of Men’s and Young Boys’ 
Shoes on The Market Today 


AND_STILL PRICED TO RETAIL WITH A LONG MARK-UP 


: ni me Poy, ye 


An Expanded Line of Genuine Pigskin 
Scotchgard Casuals at $4.85 


No minimum purchase required 


EVERY SHOE IN-STOCK AT ALMOST MAKE-UP PRICES 


See them at: 
PACIFIC NORTHWEST SHOE FAIR, April 26-28 
NEW WASHINGTON HOTEL, Seattle 
OHIO SHOE TRAVELER SHOW, May 3-5 
DESHLER HILTON HOTEL. Columbus 
POPULAR PRICE SHOE SHOW OF AMERICA, May 3-6 
HOTEL NEW YORKER, New York City 
SOUTHEASTERN SHOE SHOW, May 3-6 
HENRY GRADY HOTEL, Atlanta 


MIDWEST SHOE TRAVELERS SHOW, May 3-6 
MORRISON HOTEL, Chicago 


MICHIGAN SHOE TRAVELERS SHOW, May 9-12 
STATLER HILTON HOTEL, Detroit 


MID-ATLANTIC SHOE TRAVELERS SHOW, May 10-13 
3964... Blac BEN FRANKLIN HOTEL, Philadelphia 


SOUTHWESTERN SHOE SHOW, May 10-13 
BAKER HOTEL, Dallas 


PENNSYLVANIA SHOE MART, May 17-20 
PENN-SHERATON HOTEL, Pittsburgh 


WEST COAST SHOE SHOW, May 17-20 
ALEXANDRIA HOTEL, Los Angeles 


3001... 


3973. . .Burnt Umber only 


Great Northern Shoe Co., a Division of International Shoe Co 
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ONVE RSE | 


coverage 
counts 


PPSSA SHOW 


HOTEL NEW YORKER 
ROOM 1429 


CONVERSE RUBBER COMPANY MALDEN 48, MASSACHUSETTS 
Chicago Branch: 2000 Mannheim Road, Melrose Park, III. 100 Freeway Blvd., So. San Francisco + 241 Church St., New York 13, N. Y. 
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Waterproof Shoes 
with Sylflex Leather 


Build More Traftic 


... increase your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 
promoted as waterproof unless the leather is SYLFLEX. 
Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 
H. H. Brown Shoe Co. 
Cedar-Crest Shoe Co., Div. General Shoe Corporation 
Dunham Brothers Company 
International Shoe Company 
Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 
For details, write: Dow Corning Corporation, Midland, Mich. 
See us at the PPSA Show. Room 405—New York Trade Show Building 


: A leather shoe is waterproof only when it has all 3: 
~ Sealed upper seams to prevent seepage. 


te) Vitleanized construction for watertight sole attachment. 
N73) SYLFLEX® leather for water repellency plus free-breathing comfort. 


a) q)) @ yy, 


~ 
.. 
. 


Look for this tag 
when you buy... 
it’s your assurance 
that shoes are 
truly waterproof. 


® Gow Corning Silicone 
@ Keeps water out 
and stil! breathes 


@ Makes shoes more 
comfortabte to wear 
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by JOHN REILLY 


Editorial 





The Seriousness of Imports 


HE long-awaited analysis of leather footwear im- 

ports for 1958 has been completed by the Leather, 

Shoes and Allied Products Division, Business and 
Defense Services Administration, Department of Com- 
merce. This breakdown, comprising three long tables with 
brief comment, appears elsewhere in this issue. 

It is the most complete compilation of shoe import 
figures that the Department has made. It lists, for the 
first time, footwear imports in 23 categories by pairs, 
dollar value and average price per imported pair, for 
nine countries of origin. The figures for all other coun- 
tries are bulked. 

Comprehensive as the analysis is, the style and con- 
struction categories are necessarily limited. This and the 
fact that hundreds of thousands of pairs of rubber and 
canvas and plastic shoes were classified as “leather foot- 
wear” in 1958, may distort the picture. 

However, examination of the analysis reveals that far 
from being the “insignificant” portion of domestic pro- 
duction to which the Government relegates them, imports 
totaled 23,596,541 pairs or 4 per cent of our domestic 
production in °58. The automobile industry thought 
it could live with imports aggregating five per cent of 
production, but soon found that a market for 400,000 
units had mushroomed. 

Industry authorities estimate that imports will increase 
by 75 per cent in 1959 and will taper off in 1960, but 
will remain 40 per cent higher than the °58 figure. The 
reason for this is that more American manufacturers will 
adopt injection molding and vulcanizing processes. 

The the 
major source of foreign competition. It lies in extremely 
low-end footwear, shoes with the country of origin value of 
less than $1.00 a pair. Americans may find it difficult to 
believe, but three countries, Japan, Hong Kong and Mexi- 
co, shipped in 16.3 million pairs or 69 per cent of all 
shoe imports; all had a value of less than $1.00. Their 


Commerce Department analysis pinpoints 


combined shipments have an $8 million value or 24 per 
cent of the dollar value of all shoe imports. The average 
country of origin value per pair of imports from these 
three countries is an incredibly low 48 cents. 

Imports from all other countries have a $1.21 or more 
value. These values ranged from $10.20 per pair for 
Switzerland, $4.42 for United Kingdom to $1.21 for 
India. 


Taking into consideration the fact that until September 
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‘58 substantial imports of rubber and canvas footwear 


were classified as having their “chief value in 
the difference between the low, 48 cent average value of 
imports from Japan, Hong Kong and Mexico and the 
$3.45 average value of all other imports is none the less 


leather,” 


startling. 

This average price per pair of imports does not in- 
clude import duties, freight or insurance. Adding these 
costs to the $3.45 figure would place a landed price on 
imports from all countries except, Japan, Hong Kong and 
Mexico, well above the U. S. Average Factory Value of 
$3.55. On the surface, this would seem to indicate that 
American producers met foreign competition successfully 
last year. 

Will they be able to do so in the years ahead? 

For the past five years the industry has been knocking 
at the door of a six hundred million pair production. 
1959, we hope, will see that door opened. With one pla- 
teau reached, the shoe industry, like every other industry. 
will strive to move on to a higher one. 

Realism tells us that selling a 610 million production 
will not be easy. If we are to do so, consumers must re- 
verse a long standing pattern and step up their shoe ex- 
penditures considerably. 

The cost squeeze which has chronically plagued shoes 
has reached its crisis. Even that large segment of the 
industry which, for years, has used every trick in the bag 
to hold price lines, now stands with its back to the wall. 
This “hold the line” philosophy has been particularly 
characteristic of manufacturers in the highly competitive 
low price field. The types and prices of the shoes they 
make place them in the dead center of the import target 
area. Increasing competition from low priced imports 
certainly will do nothing to bolster their courage or en- 
courage them to make the jump. 

Inevitably some will be hurt. 

With the rapid recovery which we have experienced 
during the first three months continuing throughout the 
year and should the anticipated increase of 75 per cent 
in imports materialize, 1959 will demonstrate, once and 
for all, the total impact of imports on an industry during 
a year of peak production and sales. The character and 
quality of shoe imports should be watched just as care- 
fully as their volume. Together they will provide ample 
evidence of the seriousness of imports to large areas of 


the industry and to the industry as a whole. 





It’s 
PLASTIX 
OQOTWEAR 


SNO-SHU ...the season’s most 
exciting innovation ...for growing 
girls and women...a one-piece, 
fully molded, over-the-sock weather 
boot... plain front with Polyleather 
textured upper ...fully lined with 
deep, warm, comfortabie pile... 
washable on its outer surface, 
scuff-proof, resistant to calcium 
and sodium salts, has the feel 

and texture of the finest soft 
leathers ...guaranteed waterproof 
...in black, gray and red...sizes 
4-10... 


Remember the name PLASTIX FOOTWEAR... .the complete 
line of protective plastic footwear for all the family. 
Fully-molded, seamless, scuff and tear-resistant, 
the PLASTIX line is styled and priced to sell. See your 
PFC representative, or contact us for full details 
on the exciting PLASTIX story! 
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WEATHER-ALL... Keeps children and 
juniors warm and comfy...deep pile 
collar available...easy on and off... 
sturdy and smartly styled...in black, red 
and white. ey 


PEEK *A-BOOT. .. Newly designed to fit 
spike heel and pointed toes...first choice 
for style-conscious women...available in flat, 
cuban and high heel...in floral or astrolite pat- 
tern...sizes 4-10...in clear and smoke... elastic 
loop...sized for snug fit that insures complete 
protection when it rains. 


RAIN-JERETTE ...For growing girls and 


women...an integral side gusset gaiter with 
two elastic loops and button fasteners on 
the side of each boot...aiso with zipper and 
sealed-in waterproof gusset...available with 
“Fabrilon” lining for greater warmth...easy 
on and off...in red, brown, white and black. 


See us at the Fall Market Week in Boston and at the St. Louis Show 


PLASTIX FOOTWEAR CORP. 


1600 so. flower street, los angeles 15, california + richmond 7-9348 


WAREHOUSES: Newark, New Jersey + 2400 So. Ashland Avenue, Chicago, Illinois 
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"The Authentic Source 


A.C. LAWRENCE LEATHER Co. 





Chapter 1 


‘Lin ING... the art, the science and the People 


At A. C. Lawrence tanning is not only an art and science — it ig 


highly skilled people. Even with the most modern equipment and 





the use of the latest technical advances there is no substitute for 


their tanning judgment and knowledge. 


It is this craftsmanship that has made the name Lawrence syn. 
onymous with the finest in leathers. From the great rotating drums 
that wash, dehair and chemically prepare the raw stock for tan- 
ning to the final steps of staking and glazing to give the leather a 
fine finish, Lawrence craftsmanship guides the quality of the leather. 


Working closely with shoe manufacturers and designers, 
Lawrence literally searches the world for quality hides and skins, 
and from extensive research and testing has continually developed 


new leathers and colors to meet the changing demands of fashion. 


Such a leather is Lawrence Lacrosse Calfskin .. . 
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of Fine Leather 


PLATE 1 


LACROSSE CALFSxkyy 


This is rare leather — a mellow, textureq 


leather — with a truly lustrous finish, 





It takes longer to make calfskin like this. 
And the overwhelming acceptance of this 


fine leather proves that it was worth the 








time and effort. And this was an effort — 
because leather with these characteristics 
of Lacrosse was thought to be impossible 


only a few short years ago! 








Lacrosse Calfskin is a dramatic example 
of Lawrence leadership in leathers — that 
sells shoes through quality! A.C. Lawrence 
Leather Co., a division of Swift & Company 
(Inc.), Peabody, Mass. 











toe SGT FER PART OF BET TER SHCES 
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Ram Cle 


Stocked In Salmon Beige Hornback 
with Red and Green patches 
Black Hornback with Grey patches. 


thei 2) just abrul 
THE MOST SHOE FOR THE MONEY 


vn lhe world! 


This is not a subtle plug for Heydays. There is nothing’subtle about Heydays. 
The superiority of the product is proved by actual comparisons 
by retailers and consumers daily. 
The superior sa/ability is proven by those consumers after 
comparing, and after wearing one pair, buying more of the same. 
The first quarter of the 1959 fiscal year was by far the largest in over 18 
years for Heydays Dealers the country over—because of the PRODUCT. 


How are things with you? 





| 1959-60 Fall and Winter | 
Catalog now available. | 
Write for copy. | 

= 3 





WEVOATS GRGCCE, SC... * BO02 tOces? 6T. »« 6T. tom 3, asd. 
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7 . 
oice of the Trade 


“If you want better production,” says 
FRANK J. WALDENFELS, manage- 
ment consultant, “you'd better moti- 
vate first before you show how.” In a 
talk entitled “Increasing Productivity 
Through Incentives,” Mr. Waldenfels 
indicated: “Better merchandise, good 
customer service, are the reasons why 
people shop in your stores. To sell 
such merchandise, at a good markup 
and with low markdowns, personal cus- 
tomer service is essential. You can’t 
have one without the other. 

“By productivity, we mean not only 
selling more but selling better—the 
kind of selling that will enable you to 
compete successfully and_ profitably 
because have protected 


you your 


markup. 


“Do you know any better way to build 
repeat business than to have good 
selections of quality merchandise with 
good fitting; satisfied customers who 
appreciate friendly, courteous, com- 
petent help on their individual prob- 
lems? 

“Incentives are a means of paying 
salespeople which relate earnings di- 
rectly to production. It is sounder to 
pay people more if they produce more 
than for management to try to get all 
it can out of them for the same fixed 
salary. 

“Never pay people in money alone. 
There are other powerful forms of 
Actually, a 
well-designed incentive plan uses sev- 
eral forms of motivation. 


motivating sales people. 
Personal 
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interviews with people in which you 
demonstrate an interest in them as in- 
dividuals and in their personal goals 
... are a powerful form of motiva- 
Combined with money 


tives you have an atomic combina- 


tion. incen- 


tion.” 

* * * 
“When is a suggestion suitable?” 
asks MRS. JOSEPHINE ANDRILLI 
of Andrilli Shoes in Bala Cynwyd, Pa. 
and answers: “Only when you are 
convinced that your customer doesn’t 
have a definite idea about the shoes 
that she wants. Too many suggestions 
can spoil the broth. 
“Sometimes suggestions do your job 
for you and sometimes they don’t. I’ve 
noticed that when they do work it is 
because we tactfully make our sug- 
gestions at the right moment and not 
before. When they don’t work, it is 
because we are intent on making 
suggestions to the point of being 
persistent. 
“Often, phrases like ‘Let me sug- 
gest’ or ‘Now, this is just for you,’ 
and others in the same obvious man- 
ner—lose their purpose. Most people 
like to think they know what they 
want. We have seen many a custo- 
mer ask to try on shoes that we knew 
she couldn’t possibly wear. But that 
was simply her starting point. She 
will be willing enough to ease her feet 
into shoes more suitable after this. 
Sales are easier when the customer 
is made to feel she is doing the 
selecting and we are simply showing 
her the merchandise.” 


* * % 


“We live in an economy in which con- 
sumption is supreme,” says PAUL 
MAZUR, partner in Lehman Brothers, 
New York City. “The consumption of 
goods and services stems from the 
acts of 50 million households and 175 
million people in the United States. 
These people are loathe to change 
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their established standards of living. 
They really hold the economic line. 

“It is the function of retailing to de- 
liver an important segment of that 
standard of living of the citizens. 
Planes may replace wagons; plastics 
may take the place of natural fibres 
and materials; new fashions may sup- 
plant the old. But so long as there 
are people, goods and services will 


continue to be offered by the retailers 
to their patrons in the economic com- 
munities of tomorrow. 

“With regard to the future, we can 
that the United 
States will possess a population of 


reasonably assume 


nearly 280 millions of persons and 75 
1983. This 
represents 100 million more persons 


million households in 
and 25 million more households than 
the present . . . an increase of almost 
60 per cent more men, women and 
children. 

“With the probable exploding vital 
statistics of population, there will be 
an increased demand to satisfy the 
clothing requirements of our citizens. 
The markets available to retailing both 
in terms of new consumers and new 
goods and services are certain to be- 
come larger and larger; and therefore 
efficient retailers 
On the 


equally apparent 


the opportunity for 
will be greater and greater. 
other hand, it seems 
that the competition for the consum- 
ers’ favor and their dollars, is destined 
to become more and more intensive.” 
— 
“Stores have neglected the wedge heel 
business in the past two years, but | 
year as one of the 
biggest in wedges,” declared JACK 
ROGERS, Miami, Fla., designer of 


foresee the coming 
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Wedgelings and Legatos, after a 
“trunk” showing of his line at Gano- 
Downs Fine Shoe Salon in Denver. 
Colo. The buying response was much 
greater than he had anticipated. 

“Women, today, are starved for 


wedges.” he continued. “They went 
along with the closed toe picture for 
two years, but now they want open 
toes and wedges. Our business is 300 
per cent ahead of last year (to date). 
I attribute this in part to the increased 
casualness in our 

the other to the 
wedge 


informality and 
way of living 

swing of the pendulum to 
heels. I noted the same response in 
Baton Rouge, La.. and Oklahoma City. 
“Color 
stay for a whole. In addition to bone. 


. vivid colors are here to 


which is leading the field, women are 
choosing vivid pinks, blues, greens 
casual shoe 


and orange for their 


attire.” 
* 2 «# 

“The small shoe store can effectively 
learn from the techniques of large 
manufacturers and big-city stores,” 
says ALFRED ZACKS, owner of Lad 
& Lassie Shoes in Providence, R. I. 
“For a small store in an established 
neighborhood, my business has shown 
a substantial increase each year since 
I opened the shop eight years ago. 
At that time, I started in a small 
eight-chair store, selling two brands 
of children’s shoes. Three years ago, 
I enlarged the shop substantially. 
Now, 
four national brands plus orthopedics. 
“While good fit and product dura- 


bility are the fundamental basis for 


there are twenty chairs and 


my business, I believe a lot of the 
success stems from my advertising—- 
which is patterned after the nation’s 
large companies and the big city 
stores. | study their techniques and 
read the trade publications and the 
New York and Boston newspapers. 

“Translated into my own advertising, 
I use an eye-catching illustration of 
a happy boy and girl . . . cut out 
heads placed either side of the store 
name and tied together with a black 
and white step design. People now 
associate this design with the store 
and immediately identify all our ads, 
mailing pieces. shoe cartons and sales 


checks.” 
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by ESTELLE G. ANDERSON 





DAVID W. HERRMANN 


66 HE bigger the man, the easier he is to see.” Sounds like a cliché. 
But it is true and the reference is almost never to physical stature. 
Generally, its application is to men who have achieved eminence 

and success in their chosen work or profession. 

In the case of David W. Herrmann, it is true both literally and 
figuratively. He is about six feet tall . . . big, generous and kindly. He is 
also executive vice-president and general manager of the Melville Shoe 
Corporation . . . with its 12 John Ward stores, 800 Thom McAn and over 
235 Miles Shoe Stores. What a combination! 

Speaking of combinations, David Herrmann believes that 
a combination of ambition, work and fortunate circumstances. Almost any 
executive who has attained a measure of success must attribute some part 
of it to good fortune . . . the ‘breaks’ he received early in life. It made a 
great deal of difference as far as my future was concerned.” 

Since his early youth, Dave Herrmann kas been a part of the shoe 
business. His father owned a shoe factory and during summer vacations 
from New York University, where he was attending the School of Com- 
merce, Accounts and Finance, Dave used to work there. He had an inquisitive 
mind and was eager to learn. At that time, he was more interested in the 
technical operations of shoe manufacture than in the financial or ad- 
ministrative phase of the business. With the result that by the time he was 
21, he had become a good, amateur shoemaker. That particular experience 
has been invaluable to him through the years and although he may not 
utilize it actively at the present time, it has been an important contribution 
to his knowledge of the product he is involved with constantly. 

When he graduated from N. Y. U., Dave took a job as office manager 
in Morgan Grossman’s factory in Brooklyn, where he added considerably 
to his practical shoemaking as well as administrative experience. In 1923, 
he left Morgan Grossman’s to seek broader horizons. 

As a result of an acquaintanceship with Charles Harding, he was 
invited to join the Harding Shoe Company in a styling and selling capacity. 
After a few months, he was catapulted into the job of sales manager. He 

(CONTINUED ON PAGE 67) 


‘ 


“success is 


Boot and Shoe Recorder 





Salute to American Design 


Bernice Shaftan Designs 


@ Boots and boot-inspired design even in opened shoes 
are important trends in this designer’s eyes. So she 
shows here three such designs: the “boot-influenced 
pump,” the “walking boot” and the “jester school boot 
for indoor and outdoor wear.” 

“The choice of last depends on type of shoe and time 
of day,” she notes, and puts her tailored shoe with 19/8 
heel on an oval toe. Of the two women’s boots, the 
tailored style, on 18/8 stacked heel, is on an oval last; 
the dressy, “boot-influenced pump” is on a tapered toe. 

Her choice for colors and leathers is muted clear 
colors in soft sueded or dull-finished smooth leathers. 


Boot-influenced pump, tapered 
toe, 21/8 heel, in a soft green 
suede with black embroidery 
on goring. 


Open, built-up front in black 
lizard, off-beat brown suede 
quarter, oval toe, 19/8 heel. 





aaa 





After-five fashion in jewel-col- 
ored doeskin trimmed with 
matching luster, jeweled buck- 
les, unlined for lightness. 





CA, ova toe walking boot in waxy 
finish leather, bound in con- 


a aa ¥ ss trasting color, 4,” leather plat- 
Black velvet “Jester” boot with form, 18/8 wacked heel. 


contrasting smooth red collar, 
crepe sole, ribbed heel, for 
children through teens, to wear 
indoors and outdoors. 
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Natural and Flattering 


Costumes, left to right, three 
Cardins and one Dior: big 
collar, wide belt; open neck, 
full sleeves, short jacket; 
standing collar, short jacket 
and sleeves; Dior’s middy 
with wide collar, boat neck- 
line, longer jacket. Shoe 
types, left to right: oval toe, 
low heel strap; belt effect 
on pump; dressmaker look 
in feminine flared tongue. 


@ Two aspects of current Paris fashions—and the 
excellent American reproductions and modifica- 
tions—are good news for the shoe industry. One 
is the continuance of short skirts and the other 
the dramatic treatment of the bodices of dresses, 
coats and jackets with their big collars, full sleeves 
and wide-belted natural waistlines that give the 
opportunity to play up shoes to balance the 
figure. 

A great deal is being said about the return of 
the natural look in clothes. Waistlines are back 
where they belong at the natural waist. The casual 
look of the Chanel suit, easy fitting as the dresses 
and coats, is all part of this “natural” look. The 
simplicity of the cardigan neckline gives a natural 
look to the neck. At the opposite extreme, the 
very wide and deep cape-like collars, the soft 
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Is the LOOh ... 


These are the fashions you will see on style-conscious 


women now and right on into next winter—fashions 
that follow the natural curves of the body as the new 
lasts follow the shape of the foot. Drawings by ELLY NORDEN 


feminine fichus for evening and the billowing short 
sleeves, like miniature ballerina’s skirts, have an- 
other kind of free and easy look. 

Most closely related to the new look in clothes 
are the oval lasts which so much more nearly 
follow the contour of the foot. Although, from 
all appearances, these will not take over the inarket 
as the new clothes appear to be doing, they are 
already on shoes that are in the stores and are a 
step in the direction of more natural looking toe 
characters. The increasing use of lower heels, and 
often thicker ones, is giving women a more natu- 
ral posture and gait. The continuance of soft light 
leathers and constructions can also be considered 
as showing interest in the un-corseted foot. 
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Costumes, left to right: Crahey 
for Nina Ricci, Chanel, George 
Carmel at Lord & Taylor and 
Kimberly at Bergdorf Good- 
man; tunic suit with belling 
skirt; easy jacket, below-elbow 
sleeves, cardigan neckline; coat 
and dress costume, print lining 
matching dress; easy, natural 
waistline, skirt treatment. Shoe 
types, left to right: boot in- 
fluencing an asymmetric pump; 
new treatment in a spectator; 
tie effect on d Orsay pump. 





by ELEANOR M. RUTTY 


New Records for Sales 


ALES results so far in 1959 tend to bear out the 
expectations expressed six months ago in our 


statement forecasting “Continued Growth in 


1959.” 

Although a full evaluation of spring business is not 
yet possible at this writing, reports from the shoe 
chain store industry of sales comparisons with a year 
indicate that satisfactory increases have been 


oO 
ago 


by WILLIAM M. BLACKIE 


President, National Association of Shoe Chain Stores 
Co-Chairman, Popular Price Shoe Show of America 


achieved. This seems to have been true in all categories 
of footwear in nearly every area of the country. | 
think it is fairly certain that even when we combine 
March and April results for comparison with the same 
months of last year, considerable growth and progress 
will have been shown. 

The generally improved economic climate and better 
weather are two factors which helped but for which 
the shoe industry can take no particular credit. I do 
think, however, that our gains are attributable in some 
part to planning and action, which are to the industry’s 
credit. Because they may provide a direction for the 
balance of the year, they deserve mention now. 

I don’t think there has been 
memory which has offered the public so many at- 
tractive salable colors and styles. Expanded retail 
facilities in the form of new, more convenient, more 
attractive stores and departments undoubtedly induced 
more consumer buying. While I have not seen any 
analysis to substantiate it, I distinct 
pression that retail advertising of shoes was more 


a season in recent 


have the im- 
extensive and more effective than ever. 

Everything seems to point to a greater promotional 
consciousness on the part of the shoe industry which, 
in my opinion, is a distinctly healthy trend. 


Despite the real prospect of higher shoe prices for 
fall, there is every reason to expect that 1959 will 
continue to establish records for sales in both dollars 


and pairage. 


by WALLACE J. McGRATH 


President, New England Shoe and Leather Association 


HIGHER rate of shoe production and retail sales 

occurred during the first quarter of 1959 than 

was recorded in early ’58. We estimate produc- 
tion totaled 163,900,000 pairs during the first quarter, 
up 10 million pairs, which is equivalent to a gain of 
6.5 per cent over output in the corresponding period 
a year ago. 

An increase of only one-half this per cent during 
the second quarter should result in total output for 
the first half of 303 million pairs, compared with 
289 million pairs produced in the first six months of 
1958 and the record of 305 million pairs set in the 
first half of 1957. 

Shoe production during the second half of this 
year should continue to show improvement, though 
at a more moderate pace, over production last year. 
Output in both the 3rd and 4th quarters a year ago 
of 146.5 millions resulted in a total production of 





Are Expected in 1959... 


293,086,000 pairs for the second half. A rate of only 
298 million pairs during the 2nd half this year, which 
we confidently foresee, will assure the industry of 
approximately 601 million pairs, for a new all-time 
high level. 

Retail shoe sales will most likely outpace produc- 
tion this year. This will be true despite higher prices 
resulting from increased costs to both manufacturers 
and retailers. 

Sharply increased imports of all types of footwear 
during 1959 are expected to swell retail sales by an 
additional 30 million pairs-plus! 

Imports of all types of footwear reached new record 
volume during 1958, estimated at 22 million pairs, 
or doubling the 11 million pairs imported in °57. 

Accurate government import data is difficult to 
secure and understand. The import figures cited by us 
exclude rubber and canvas footwear, slipper socks, 
other footwear, etc., not customarily produced in 
American shoe factories. 

This alarming rate of growth is of real concern to 
American manufacturers whose costs are fixed at very 
high levels. These are due to inflationary increases in 
leather and other 
the highest levels in the peace time history of our 


material costs which are now at 


industry. Another major factor is that our labor costs 
are the highest anywhere in the world! 
Men’s 


Britain and Italy; and women’s shoes from Italy. 


shoes are imported mainly from Great 
Mexico and Japan. These imports represent a_ real 
threat to our domestic industry. 

In visiting some of the men’s shoe factories in Great 
Britain and Italy, I found the average weekly wage 
was about one-third what our workers earn. This is 
one of the main reasons why these imports are increas- 
ing. 

The Popular Price Shoe Show of America, jointly 
England Shoe and Leather 
of Shoe 
Chain Stores, is the only national, industry-wide show 
for fall. It is doubly important this year, not only 
because it is timed for volume buying, but equally as 
important because it will afford the industry its first 


opportunity to preview the three great fashion pro- 


sponsored by the New 


Association and the National Association 


motions for ’59: 
Men’s Shoes: “Brown And Black” 
Women’s Shoes: “The Brown Shoe Shapes” 
Children’s Shoes: “Boots!” 
This is the latest in a long, continuous list of services 
which PPSSA, from its inception 11 years ago, has 
performed for the shoe industry. 
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WILLIAM F. BUTLER, vice president 
of the Chase Manhattan Bank, N. Y., 
will address the PPSSA breakfast meet- 
ing on the timely subject of inflation. 


Promotion. Inflation 


Keynote 22nd PPSSA 


WO words— 
the keynotes of thinking and action by exhibitors 
and retailers at the twenty-second Popular Price 
Shoe Show of America, May 3-7. 
The sharp increase in costs of raw materials during 


Promotion and Inflation—will be 


the past few weeks has given shoe manufacturers and 
retailers severe problems in determining pricing and 
merchandising policies for the second half of 1959. 
The few and 
turers which already have taken place have failed 


to crystallize these policies fully. The major volume 


encounters between retailers manufac- 


distributors and their factory resources have been 
aware for some weeks that a reduction of fever would 
be necessary before proper diagnosis and prescription 
could be made. 

By the of PPSSA, this taken 


place and, consequently, they look to this major 


time should have 
national market week as the decisive and definitive 
one on fall pricing policies. 

As always when costs are rising, the questions to 
be resolved concern themselves with how much can be 
absorbed, whether “averaging out” the increases over 
(CONTINUED ON PAGE 110) 
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Dressmaker detailing on pumps— 
pleating, draping will be the natural 
complements to softer, more femi- 
nine apparel for fall. 


Closed toe, 


Classic Simplicity 


closed back 


pumps with fine detailing 
are slated for continued good 


Open shank patterns con- selling. 
tinue important. Here is a 
moire. 


Low stacked heel spectator 
grey flannel and contrasting 


leather tip. 


Open back step-in pump— 
with soft bow trim. 
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in PPSSA Fall Lines 


T IS almost impossible to authoritatively set down 
the actual styles that will be the fashion six months. 
hence. The most anyone can do is indicate the trends 

and then watch developments. And it is doubly interest- 
ing to see the trends become fact. 

At the PPSSA Style Committee meeting in February, 
Doris Weston, Fashion Director and Helen Joseph, Shoe 
Fashion Director of PPSSA discussed the fashions, shoes, 
colors and styles that would be in the picture for fall- 
winter 1959. 

“Romantic Reflections” was the theme and Mrs. Weston 
used six mirror shapes adapted from antique designs, to 
graphically illustrate the “timeless lines, classic beauty, 
romantic reflections of the great fashions of the past.” 
She showed how any one of these, with minor adapta- 
tions, could step right out and be tomorrow’s fashions. 
She also used a device whereby, as she described and 
sketched style highlights, they were reproduced on a 
screen above her. She drew from the past and the em- 
phasis was on classic simplicity, soft supple lines, dress- 
maker touches that give an extra feeling of femininity and 
charm to fall and winter fashions. The conclusion . . . 
classic silhouette: The waist where it belongs. Skirt with- 


One version of the boot— 
combined with Tartan plaid 
... higher heel. 


April 15, 1959 


by ESTELLE G. ANDERSON 


out crinoline, gently flared . . . length suited to the indi- 
vidual. 

From the Egyptian, she showed the broad, rounded 
. kimono type sleeves, high wrapped sash. 
chiffon draping, especially on formal 


shoulder . . 
Tunic tops... 


evening gowns reflected the Grecian influence. At-home 


. the tight, skinny pants, Mandarin tops, slim 
(CONTINUED ON PAGE 100) 


fashions . . 


Soft tie—low back, classic 
lines—easily adaptable. 


Ghillie type with elongated 
oval toe. 
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Men's Fall and Winter Shoes 


by DICK EDSTROM 


flexible shoes this year produced with 
broader edging and slightly heavier 





soles. 

Conversely, more traditional “Amer- 
ican” types are being updated with 
refinements in surface interest, greater 
flexibility, and a tempering of sole 
weights which had reached mile-hi 
proportions on some of the heavier 


brogues several years ago. 
The 1959 men’s picture reveals the 
increasing isolation of both the ex- 


(CONTINUED ON PAGE 96; OTHER 
PHOTOS NEXT TWO PAGES) 




















Above: California seam is popular. L. to R., Edgerton, Nunn-Bush 
Shoe Co.; Bates; Roblee, Brown Shoe Co.; Arch Preserver; Walk Over; 
Endicott Johnson Corp.; Edwin Clapp; Stacy-Adams; Florsheim. 





om 





Above: Plain Toes; L. to R., Clarks 
of England; Foot Joy, Field & 
Flint Co., Brockton Footwear Sales 
Corp.; Foot King, A. S. Kreider & 


Son Co. 


Right: Wing tips are seen in bluch- 
ers with squared edge trim. Three 
and four eyelets predominate. L. to 
. A. E. Nettleton Co.; French 
Shriner, Stacy-Adams; Saxone Shoe 
Company of England; Bates Shoe 
Company; Howard & Foster. 
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Photos 


by 


GEORGE 


> PELZER 








Left: Straight tips are stronger for fall and 
winter. This year American styling fea- 
tures are again receiving play in fashion 
lines. L. to R., Edwin Clapp; Arch Pre- 
server; W. L. Douglas Shoe Co. Div., Gen- 
eral Shoe Corp.; Saxone. 


Below: Pillow effect is widely seen in 
slipons, straps, and bluchers. It is chiefly 
popular in the young men’s field. L. to R., 
rear, Calumet, Leverenz Shoe Co.; Endi- 
cott Johnson; Fortune Shoe Div., General 
Shoe Corp.; Pedwin, Brown Shoe Co.; 
Plymouth Shoe Co.; W. L. Douglas. Front, 
L. to R., Custom Made, J. W. Carter Co.; 
Holland Racine Shoes Inc. 














Left: Straps, both decorative and 
functional, provide exciting new 
styles. Imaginative applications of 
the strap are edging swirl, and 
smooth and grain combinations 
from limelight. L. to R., two For- 
tune; Kingsway, Friedman-Shelby 
Div., and Rand of Roberts, John- 
son and Rand Div., both of the 
International Shoe Co.: Bob 
Smart, Craddock-Terry Shoe Corp. 


Opposite page: The imports, slip- 
per-like and slim-trim, are increas- 
ingly confined to novelty class. 
High flexibility and custom detail- 
ing remain selling points, how- 
ever. Moc fronts are most popular. 
L. to R., two by Barletta Shoe 
Co.; two Fratelli Battistini by 
Fratelli Martini Rossi. 











Top right: Hand sewn detailing adds 
a note of elegance in slipon and strap 
dress casuals. The “softened” square 
toe last is almost blunted, rather than 
squared. L. to R., Stacy-Adams; Win- 
throp; Bally; Jarman; Roblee; Wee- 
juns, G. H. Bass & Co. 


Right center: A neat new look in dress 
casual closures is provided by the re- 
cently developed hook-and-loop adhe- 
sive—Velcro. Strap closures show great 
diversity and ingenuity in fall and 
winter styling. Velcro is sometimes 
called “cats’ tongue” at point-of-sale 
level. L. to R., Calumet; Crosby 
Square, Mid-States Shoe Co.; York- 
town; Bates; American Gentleman, 
Craddock-T erry. 


Bottom right: Light, tapered plain 
toes are often styled in new browns 
such as oak and nutmeg. Detailing is 
extremely discreet. L. to R., Nunn- 
Bush; Nettleton; Fetha Flex, Crosby 
square; City Club, Peters Div., Inter- 
national Shoe Co.; Bootmaker Guild, 
Freeman Shoe Corp. 


The Blend of American and Continen- 
tal Features Emphasizes Custom De- 
tailing in American Types. The Wing 
Tip Is Back and Straight Tips Reap- 
pear. New Straps in Dress Casuals Are 
Exciting. Chukkas Explode into New 


Casual and Dress Casual Categories. iiiiip ram. 





U.S. Doubles Footwear 


Last year the United States imported 23,596,541 pairs of footwear other 

than rubber. This was more than twice the number of pairs imported in 

1957. The total value of 1958 imports was $32,878,782. Here is an anal- 

ysis of these imports, in dollars and pairs, by country of origin and type 
of shoe. Average price per pair is also given. 


U.S. FOOTWEAR IMPORTS OTHER THAN RUBBER 1958 - (Preliminary) 


Sheet 1 of 3 








MEN'S & BOYS' 
Turn or turned 
Ftw. exec. boot & shoes turned 
McKay sewed 
Welts 
Moulded soles laced to uppers 
Not Elsewhere Specified 


TOTAL MEN'S & BOYSs' 
WOMEN'S & CHILDREN'S 

Turn or turned 

Exc. shoes turn or turned 

McKay sewed 

Welt 

Moulded soles laced to uppers 
Cemented 

Not Elsewhere Specified 


TOTAL WOMEN'S & CHILDREN'S 
Infants' & Children's 

Slippers for housewear 

Moccasin Indian type 

Huaraches 


Skating shoes, McKay sewed, 
skates attached 


Shoes & other ftw. leath. soled 
textile uppers 


Alpargatas, upper C.V. veg. fiber 
Alpargatas, Not Elsewhere Specified 


Shoes & other ftw. uppers & 
soles of wool felt 


Shoes & other ftw. uppers of veg. 
fiber exc. cotton 


Shoes & other ftw. textile 
uppers, Not Elsewhere Specified 


TOTAL 
GRAND TOTAL 


Average price per imported pair 





Total 
VALUE 


PAIRS 


223,212 
5, 808 
329, 100 
1,354,978 
13, 823 
4,980,459 


6,907, 380 


434, 820 
4, 363 
3,694 

108, 462 
7,093 

621,317 

7,971, 804 


9,151,553 

40,792 
1,135, 704 
1,063,005 


66, 849 


43,851 


2,648,198 
94,524 


11,487 


10,050 


357,171 


2,065,977 
7,537,608 


23,596,541 





Canada 
PAIRS 


United Kingdom 
PAIRS VALUE 


$ 261,414 92 783 3,686 
2,276 
248, 652 12 121 
8,659, 784 811 9,875 
28,089 


7,159, 337 


1,113 

5, 225, 362 
1,565 
672, 831 


48, 821 159,951 


16, 359, 552 49, 736 170, 730 5, 904, 557 


1,379,989 
13, 926 
15,014 
832,954 68, 206 
25,012 74 
2,564, 598 13, 226 

6,646,025 67, 290 


434, 543 
436 
81,775 
297,032 


11,477,518 148, 796 813, 786 


48, 549 


1,173,042 290, 144 140, 809 293,000 


733, 583 1,243 7, 825 18,183 


66, 768 


181, 308 168, 156 


1, 803, 672 13, 456 


132, 748 


11,922 


13,074 


371, 371 


505,675 


5,041, 712 331,996 | 491,331 154, 561 324, 639 


$32, 878, 782 383,131 | $668,898 1,592,759 | $7,042,982 

















$1.39 $1.72 $4.42 





under the direction of J. G. Schnitzer, director of 
the Leather, Shoes and Allied Products Division of 
the U. S. Commerce Department’s Business and 
Defense Services Administration. 


NEW government analysis of U. S. footwear 
imports sets the average price of imported shoes 

in 1958 at $1.39. 
The new analysis, reproduced here, was prepared 
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Imports in 1956... 


U.S. FOOTWEAR IMPORTS OTHER THAN RUBBER 1958 - (Preliminary) 


Sheet 2 of 3 








MEN'S & BOYS' 
Turn or turned 
Ftw. exec. boot & shoes turned 
McKay sewed 3,359 
Welts 126, 713 
Moulded soles laced to uppers 268 
Not Elsewhere Specified 742,666 


12,741 49,933 
11, 888 
1,008,951 
1,613 
3,678, 889 


TOTAL MEN'S & BOYS' 885, 747 4, 751,27 
WOMEN'S & CHILDREN'S 
Turn or turned 233,624 1, 296, 816 
Exc. shoes turn or turned 2,883 9, 828 
McKay sewed 133 459 
Welt 16,191 160, 660 
Moulded soles laced to uppers 1,169 6,708 
Cemented 526, 325 1,920,005 
Not Elsewhere Specified 735, 791 2,087,599 


TOTAL WOMEN'S & CHILDREN'S 1,516, 116 5, 482,075 


Infants' & Children's 1,828 


Slippers for housewear 151,105 


Moccasin Indian type 27,449 


Huaraches 11, 873 12, 869 
Skating shoes, McKay sewed, 


skates attached 


Shoes & other ftw. leath. soled 


textile uppers 276,093 645, 810 


Alpargatas, upper C.V. veg. fiber 60, 436 82,645 


Alpargatas, Not Elsewhere Specified 


Shoes & other ftw. uppers & 
soles of wool felt 4,640 
Shoes & other ftw. uppers of veg. 
fiber exc. cotton 260,094 
Shoes & other ftw. textile 
uppers, Not Elsewhere Specified 2,931 


TOTAL 665, 670 1,181,402 


GRAND TOTAL 3,067,533] $11,414, 751 


Average price per imported pair $3.72 











537 |$ 


5,343 
39, 764 


32,136 
77,780 


West Germany pan Hong Kon; 
PAIRS 


VALUE | VALUE PAIRS VALUE 


1,238 $ 13,447 159, 382 132, 967 


30, 350 50,505 18,049 


390, 260 


82,623 


113, 767 852,158 1,442,061 186, 182 


535,615 948,228 1,651,948 337, 198 


43,241 
3,911 


3,004 
4, 872,550 


15,436 


2,143,225 1,370,443 759, 781 


5,042,694] 2,205,813 1, 370,643 760,224 


12, 880 17,056 


480,444 173, 626 22,482 24,586 


453,679 178,924 


120 27 


1,638, 738 712,705 499, 160 163,784 


2,007,227 471,107 895 


5,523 4,582,628} 1,538,063 206, 321 


$635,953 11,878,012 | $4,692,104 3,560,613] $2,303, 743 


$0.65 





$6.65 $0.40 

















It presents for the first time detailed totals (both 
pairs and dollars) on imports of footwear by type 
and by country of origin. The analysis also pre- 
sents an average price per pair for each country 
of origin. 

The U. S. imported 23,596,541 pairs of footwear 
in 1958—more than double the 11 million pairs 
imported in 1957. The total value of 1958 imports 
was $32,878,782. 


April 15, 1959 


The average price of each pair of imported shoes 
ranges from as low as 40 cents per pair for shoes 
brought in from Japan to a high of $10.20 per pair 
for imports from Switzerland. (See table for aver- 
age price of imports from other countries. ) 

(Note: The government defines “average price 
per imported pair” as follows: It’s the market value 


in the country of origin. It does not include any 
(CONTINUED ON PAGE 84) 
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Brighter 
Polish 


for More 


HOE polishes and related prod- 
ucts look bigger and better than 
ever for the shoe retailer. Re- 

search labs are synthesizing new prod- 
ucts, bettering old ones, and the manu- 
facturers are packaging them to appeal 
to both the mass and class markets. 
' 5 There are polishes for a_ brilliant 
Whites have become easier to apply, are good sellers in bottles, jars, 


and bags too. Illustrated: Esquire, Knomark Mjg. Co.; Griffin, Boyle sheen, conditioners that clean and oil 
Midway, Inc.; Onyx, C. A. Zoes Mfg. Co.; Shooz Polish Mfg. Co.; and soften the most abused leathers, 


t , . Co.: Hoffco, Harri Hoffmann Co. 
Coed, Vanguard Chem. Co offco, Ha ff niiineuiiins sie ne Sas ie 


allow leather to breathe, and even 
stretchers which allow feet to mold 
shoe contours when applied directly 
before wearing. 

Specialty treatments are available 
for practically every color and surface 
and applicators have been designed to 
assure their quick and correct use. 

Best of all, an increasing number of 
dressings and preparations command 


a higher price per unit, some as high 
as $1. 








With proper display and merchan- 
dising, sales soon mount to volume no 
retailer can afford to ignore. 

Among shoemen for whom the 

ea SE word polish means “volume” is Phila- 
joe te oa ecco, Kut Polish Co; Hollywood Shoe Polish Co. delphia’s Jim Mahoney. Mr. Ma- 
Griffin; Esquire; ag ees frnasag tommy seed cam. honey’s shop is located in the Penn- 
a meg vag dl pangs Poe ti tt At & Phillips Co. ; sylvania Railroad Suburban Station 
three blocks from City Hall at the 

heart of downtown. 
Each day literally thousands of 
commuters, as they pass to and from 


“DIFFIN gs as im : i. = trains, view an array of shoe dress- 


os ’ ai ings through the plate glass store- 
ae _ ors +. Be & front. Mr. Mahoney stocks a daz- 
LO eG | oout 2 | Cream zling variety of polishes, cleaners and 
. 2 aech i <— conditioners, waterproofings and spe- 
cialty treatments in tins, bottles, tubes 

and spray cans. 





The display, with its many colors 
and shapes, proves intriguing to many 
persons with no current business in 
the shop. As described by Mr. Maho- 


ney, they stand for a time with noses 








Picture 
Shoe Stores ... 


More variety, product improvement, 
better packaging and display make 
polishes more attractive to consumers. 


Above, right: Spray cans boost handy specialty 
items. Illustrated are Coed; Hoffco; Griffin; Palco, 
Paule Chemical Co.; Spray A Shine, Gard Indus- 
tries, Inc.; Zip Shine, The Butang Corp.; Esquire. 


Center, right: New preparations include condi- 
tioners that clean, oil, soften leather; and water- 
proofings that repel water but allow leather to 
breathe. L. to R., Gard; Shoe Saver; Cavalier. 


pressed against the glass, then in- 
variably enter, saying, “I see you have 
such-and-such boot polish,” or “I’ve 
been looking for a can of that so-and- 
so’s suede conditioner.” 

Says Mr. Mahoney guilelessly, “All 
you have to do is get it in front of 
them and they'll buy it.” 

However, Mr. Mahoney does, “get 
it in front of them.” Significantly, this 
may be one key to polish volume more 
shoe retailers could capitalize on. 
There are many who confine their 
dressing inventories to a basic stock of 
tinned polishes, where Mr. Mahoney’s 
experience proves specialty treatments 
or “exotics” have great appeal as at- 
tention-getters. 

The customer is receptive to a polish 
presentation as his or her shoes are 
being wrapped at the counter, Mr. 
Mahoney has found. He makes it a 
practice to mention specifically the 
leather itself, as: “Here are your ‘gray 
suedes.’ Do you have any cleaner or 
conditioner?” 

The best way to become polish con- 
scious is to take each item home and 
use it yourself, Mr. Mahoney states 
flatly: “Find out what the dressings 
will do and what they won’t do. Then, 
when you're in front of a customer 

(CONTINUED ON PAGE 88) 


Boot polishes in tins and jars remain 
mainstay of polish volume. Packages stir 
buying impulse. L. to R., Esquire; Kiwi; 
Griffin; Properts; Hollywood; Vanguard. 
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Inside Shoe Business 


by BILL ROSSI, Field Editor 





The Open-To-Buy Consumer 


A new species of customer has been spawned and now 
dominates much of our economy—except for shoe business. 


N shoe business, the term “open-to-buy” has always 
applied to retailers. 
But the full impact of open-to-buy will be realized 
when it’s applied to consumers. 

Shoe business has yet to fully appreciate and exploit 
the fact that the American consumer is the most open-to- 
buy customer in the world. This customer is not, as so 
many shoemen resignedly believe, a “static” consumer 
of shoes—a buyer with limitations and a shoe-saturation 
point. 

A New Species 

The open-to-buy customer is a relatively new species 
of customer. Today this species, spawned in the postwar 
era, dominates virtually all our consumer markets. The 
businesses and products that have recognized this new 
species of consumer, and have catered to it, are establish- 
ing new sales plateaus they once believed unapproachable. 
And as soon as shoe business comes to the same realiza- 
tion, it too will establish new plateaus of shoe sales and 
consumption. 

The whole concept of modern: marketing is focused 
on the open-to-buy consumer. For example, the idea of 
“total exposure” in displays, such as in supermarkets, has 
created impulse buying—the purchase of goods beyond 
those listed on the original budget. 

The marketing and merchandising specialists have 
given it a variety of impressive terms: motivational 
selling, visional impact, etc. Whatever the fancy termi- 
nology, the end result has been a substantial increase in 
sales. For instance, it’s estimated that from 10 to 22 per 
cent of the housewife’s weekly market basket gets filled 
with goods which she hadn’t intended to buy. She bought 
them on impulse—because she saw them, liked them, was 
stimulated into an “impetuous” purchase. But frequently, 
the originally impetuous purchase later becomes a regular 
purchase. 

However, none of this impulse buying would take place 
unless you had the open-to-buy consumer to start with. 
In the Thirties the open-to-buy customer was as hidden 
as a pork chop at a vegetarians’ picnic. Limited budgets 
were one big reason. Another reason was that we hadn’t 
yet developed the techniques of motivational selling. Clos- 
est thing to it was point-of-sale displays. Impulse buying 
was on a very limited scale. 
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But the postwar era, with its explosions of incomes, 
high employment. spending and living standards, gave 
abrupt birth to a new breed of customer, the open-to-buy 
consumer. It wasn’t only that there were more and looser 
purse strings in the economy. A new consumer state of 
mind came into the economy. The goal was a higher 
standard of living, the “plus” attractions of living. We 
shifted from a need-buying economy to a desire-buying 
economy. 

Visional selling or “total exposure” of merchandise 
got its big start with the supermarkets. The drug stores 
followed quickly. Many other types of businesses adopted 
the pattern, partly or whole hog. But other developments 
emerged—the discount store, self-service and _ self-selec- 
tion, the shopping center, the highway store, shifts in 
store hours, etc. And behind it all was the open-to-buy 
consumer; a customer open to buy anything, anytime, 
anywhere. People who never even rode in a boat, now 
bought them. The second car, power tools, sporting goods, 
winter vacations, backyard swimming pools. And for the 
“common” folks, not the rich ones. Mr. and Mrs. Open- 
To-Buy had created a whole new mass market for once- 
luxury and “extra” merchandise. 


“Total Exposure” Display 

The more alert segments of shoe business have now 
“discovered” this open-to-buy consumer. Note, for 
example, many of the new shoe stores and the use of 
“total exposure”—all the styles out on open display. 
Note the increase in self-service and self-selection shoe 
stores. Note the trend in shoe with vast 
look-and-see exposure. Note the trend in locations 
shopping centers, highway stores. 

We've heard much of “hard sell” and “soft sell’ and 
“subliminal sell.” But throughout the whole history of 
business there have been only two kinds of sell: smart 


store fronts 


sell, and not-so-smart sell. 

The smart sell has always played doctor, virtually 
living at the customer’s bedside, taking constant and 
super-sensitive checks on pulse beat, heart beat, changes 
in complexion, respiration and blood count. The smart 
sell thus was able very early to recognize the develop- 
ment of an important new symptom: an open-to-buy state 


of mind in the American consumer. And the smart sell 
(CONTINUED ON PAGE 72) 
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See these beautifully styled lines 


at St. Louis Shoe Show April 12th-15th, 
Rooms 211-212, Merchandise Mart 
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TO GROW iN 


Priced to retail profit- 
ably at $7.95 to $8.95, 


according to Size. 


\ 


parnenetincece— 


Party Goers 


PRETTY SHOES 
TO GROW IN 


Priced to retail profit- 
ably at $7.95 to $8.95, 


according to size. 














Also on display 
at the following 
regional shows: 


Southeastern Shoe 
Show, Room 812-814, 
Henry Grady Hotel, 
Atlanta, Ga., 

MAY 3rd-7th 





Pacific Northwestern 
Shoe Show, Room 1312, 
Hotel New Washington, 


Seattle, 
APRIL 25th-28th 


Southwestern Shoe 
Show, Room 786, Adol- 
phus Hotel, Dallas, 
MAY 10th-13th 


Corio 


NG SHOE 


\ 
STUNN oagtt 


FASHIONS OF 


Priced to retail profit- 


ably at $7.95 to $9.95 


most styles. 
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Popular Price Shoe 
Show, Room 505-507, 
Sheraton McAlpin, 
New York, 

MAY 3rd-7th 


Los Angeles Shoe 
Show, Room 686-687, 
Hotel Alexandria, 
Los Angeles, 

MAY 17th-20th 


Friendly Shoe Company ¥ a Genesco Affiliate ¥ Nashville 3, Tennessee 
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Number 2378 — 
two-eyelet Moc- 
casin with quilted 
vamp and quilted 
inserts in quarter. 


Number 2382 — 
Italian-type Loafer 
with quilted vamp 
and quarter and 
smooth swirl overlay. 


More Reasons 
why the Broadway is 
A Fast Profit Line 


These two high style numbers re-emphasize 
what smart retail shoe men have known for 
years. When you want fast turnover and a 
good profit margin, too, you just can't beat 
J. W. Carter's Broadway Line. 

If you want more information on America’s top 
values in medium priced dress shoes and work 


shoes for men, write or call 


J. W. CARTER COMPANY 


NASHVILLE, TENNESSEE 





They Make Out Their Own File Cards 
PHOENIX, ARIZ.—Shoe customers will gladly “keep 


their own size records” if the retailer offers them the op- 
portunity, according to Irving Eisner, operator of Bert’s 
Shoes, on MacDowell Avenue here. 

Soon after opening his big suburban family shoe store, 
Eisner found that he had underestimated the number of 
people it would take to handle everyday volume. He had 
opened the new store, one block away from another oper- 
ated by his father, with every intention of keeping complete 
records on every customer, including size, brands, and 
other details. However, it soon proved difficult to follow 
through on such complete records. Shoe fitters, busy with 
customers, were unable to take the time to fill out the cards. 

Consequently, Eisner hit upon a simple idea. He placed 
an automatically indexed card file on a small table in be- 
tween the men’s and women’s shoe departments of the 
store. Then he instructed salespeople to ask the customers 
after every sale, “Would you like us to keep a complete 
record of your size so that you can order new shoes by 
telephone or mail if you wish?” Many, it turned out, would 
definitely appreciate service of this kind, with the result 
that Eisner found one card after another being neatly made 
out by his customers, complete with telephone number, ad- 
dress, brands preferred, and other information. 

“At first, the people who took advantage of our self-filed 
records were ranchers and dwellers up in the agricultural 
areas who thought they might order shoes by mail at some 
time or another,” Eisner said. “However, as the plan took 
hold, we found that ordinary housewives would likewise 
take the trouble.” 

A small sign, atop the file, gave full directions on how 
to make the cards out, and Eisner kept a ball pen or two, 
chained in post-office style to the desk. It was not many 
months before more customers were registering in the file 
than overlooked it, and now, after three years, the Phoenix 
shoe retailer has a file of over 1,200 names. “These are the 
most valuable customers I could possibly find,” he smiled. 
“Each has voluntarily made out the card, knows that we 
have the record on file and, sooner or later, will discuss it 
with friends. People have actually come in and asked to 
make out a file card before we have shown them the first 


pair of shoes.” 


Kiddie Handles Make Shopping Event 


New kiddie Carry-Pack designs often impel kiddies to 

carry their own packages. The designs were created for 

Carry-Pack Company, Ltd., to help make visits to children's 

shoe stores more eventful. Handles may be used on either 
boxes or bags. 
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PU gator, 


. . an inside sweater pump on the 
famous Footsaver Shorthack Last. 

The lasticized collar assures glove-like fit 
... the fashion silhouette features 

a modified needle toe and 18/8 heel. In 


j ‘Drubschian] (nlf 


#3357 Briarwood; available also 

in #3308 Bone, #3300 Fern Green, 

#518 Cherry Red, #516 Basque Red, 

#507 Flight Blue... by 

Julian & Kokenge Co., Columbus 15, Ohio 
E. HUBSCHMAN & SONS 


DIVISION OF GERA CORPORATION, PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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Whatever she asks for... 


you've got it in one profitable line 


SHOE DRESSINGS, OVER 40 LEATHER 
HOFFCO MATCHING COLORS; SUEDE CONDITIONER; 

BUCK CLEANERS; LEATHER WAX 
This Spring and year ‘round, sell Hoffco Shoe 
Dressings — then you'll be able to match all 
the shades new shoe fashions dictate. With 
over 40 different high fashion colors, you can 
satisfy every customer ! 

And there’s more .. . Hoffco’s four new 
buck cleaners, suede conditioner, leather wax. 
A complete line of quality products for pro- 
tecting and beautifying shoes, handbags, 
coats, luggage — all leather goods. 


Stock Hoffco ... display fa. 


Hoffco ... sell Hoffco. It 
pays! And, builds a 
steady repeat volume 
— for Hoffco is sold only 
through shoe stores, re- 
pair shops and depart- 
ment stores. Money- 
back guarantee. Call 
your jobber today! 


Darr 8 0., inc. 


Milwaukee 11, Wisconsin. 








Work Shoes 


Have the Shoe the Customer Wants 


DENVER—“Have the work shoe when the customer 
wants it, in the type he wants or needs and in the size 
he wants and your work shoe business comes to you.” 
That’s the philosophy of Carl Ellis, manager of the shoe 
department of the new Montgomery, Ward & Co. Lakeside 





store. 

In the months since the store was opened, the work shoe 
and boot business has grown by leaps and bounds. Mr. 
Ellis, first of all, knows work shoes and knows that type 
of clientele, having been with Ward’s Cheyenne store for 
13 years. Customers flock to his department from north 
and west Denver, Morrison, Littleton. Golden, Boulder 
and from up in the mountains. 

One factor is that he has a wide range of sizes in 28 
different styles, ranging from oxfords to engineer boots 
and safety toe shoes. Prices range from $5.99 to $22.98 
for the insulated boot. Most popular number is a Power 
House work shoe with neoprene sole and cushion insole. 
retailing at $8.99. 

“They like this shoe so much, they come in and ask 
for it by numbers; many of our repeat customers seem 
te enjoy asking for the shoes by numbers,” Mr. Ellis said. 
In the $22.98 insulated waterproof boot, popularity is due. 
he said, to the unconditional guarantee on the waterproof- 
ing. 

As an added inducement for customers to purchase 
safety shoes in his store he allows a 10 per cent discount 
to any man who brings in a company slip stating he should 
wear safety shoes. 

While consistent newspaper advertising is important, 
Mr. Ellis pins faith, too, in word-of-mouth from customers 
who like the quality and price his store offers. With in- 
creasing calls for western boots (cowboy and ranchers’ 
boots), he is increasing the boot stock, and has been 
finding second sales in this type of boot. Lone Star boots 
are carried in stock, ranging from $15.98 to $25.98. 


Lady Cobbler 


ST. LOUIS—Many women are in the shoe business but 
only a scattering ever find their way into the shoe repair 
end. 

One of the few women in the country repairing shoes fo1 
a living is Mrs. Myrtle Reeves, who has her own Reeves 
Shoe Repair Shop in University City, suburban St. Louis. 
She can hardly be classed as a newcomer to the field, either. 
having begun her career as a cobbler more than 20 years 
ago. When, because of health, her husband had to give up 
the strenuous repair work in the late 1930’s, Mrs. Reeves 
took over. Her volume of business today requires a full- 
time assistant. 

Mrs. Reeves cannot explain why she finds her unusual 
job so absorbing, except that she gets satisfaction from 
taking worn pairs of shoes and rejuvenating them. Al- 
though she works with machinery, tools, dirt and grease, 
Mrs. Reeves favors tailored suits, earrings, small chiffon 
neck scarfs and the like for her on-the-job attire. Her 
grooming is as careful as that of any office worker. “I’ve 
always dressed like that,” she explained. “Suits, not slacks. 
But no nail polish! I have to wash my hands too often for 
polish!” 

As an apprentice under her husband’s tutelage, Mrs. 
Reeves found the sanding of heels on a finishing machine 
the most difficult new skill to learn. 

The lady cobbler’s husband, Fred Reeves, is St. Louis 


area salesman for Knapp Shoe Company, Brockton, Mass. 
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AYLORED-TO-FIT ® 


THE SEVEN LEAGUER 
This smart high-riding SHU- 
GOR bootee is high-tailing it 
out of the West to seek a new 
high in Juvenile Popularity. 
SHUGOR over-the-instep 


makes it easy to wear, easy-on- 


(=, and-off . . . and easy to sell. 


=, 


!N- Suge. 


THOMAS TAYLOR &€ SONS 


COPR, 1959 THOMAS TAYLOR & SONS Hudson, Massachusetts 
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QUALITY... Quality has always been the buyword in all BECKWITH products. The smart 
shoe manufacturer knows that quality is his only smart buy in box toes. 


UNIFORMITY... Uniformity in all types of box toes is a vital essential on the shoe produc- 
tion line. Beckwith-Arden turns them out by the millions, precision made and as uniform as 
peas in a pod. 

STYLE ...Smart shoe styling is the major sales appeal all the way from the designer’s drawing 
board right to the consumer. Beckwith-Arden box toes not only conform to the most delicate lines 
of the last but faithfully retain the style and beauty throughout the life of the shoe. 
SERVICE ...Service at Beckwith-Arden means cooperative follow-through after their 
products have reached the shoe factory. Expert advice and technical assistance are always 
readily available to assure the shoe manufacturer top efficiency in his box toe operation. 


lecbeinte Calon 


203 Arlington Street - Watertown, Massachusetts 
SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwoukee © Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canado 


Victory Plastics Co., Hudson, Mass. * Sofety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhmon Co., St. Louis, Missouri 
Dellinger Sales Co., Reading, Po. * The Geo. A. Springmeier Co., Cincinnati, Ohio * Factory Supplies, Inc., Milwaukee, Wis. 
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Boston Sellers Happily 
Eye Long “2nd Spring” 

SPRING weather continued to be 
the dominant factor as Boston shoe 
retailers swung into the second 
spring selling season. Because of 
the early Easter, this second season 
will be longer than usual and retail- 
ers look forward to a healthy in- 
crease, particularly in women’s 
shoes. 

During the pre-Easter season, 
they pointed out, much of the vol- 
ume is contributed by the sale of 
children’s shoes. Experience shows 
that adults defer the bulk of their 
buying until after the children have 
been outfitted. April and May, rec- 
ords reveal, are the two best months 
for the sale of women’s shoes, both 
dress and casual. 

During this post-Easter period, 
therefore, retailers expect two 
things to happen: a continuance of 
the demand for black patent and the 
new, lighter than navy blue, both of 
which sold well during the pre- 
Easter period; and a_ sharply 
stepped up demand for lighter and 
brighter colors which found favor 
during the cruise and winter vaca- 
tion promotions earlier this year. 
Reorders on at least some of these 
colors were placed by several retail- 
ers as early as the first week in 
March. 

This second season opened with a 
number of stores stressing mesh 
types. While initial emphasis was 
on.this type in black patent and 
smooth navy, many retailers 
planned to switch later to meshes in 
light beige and bone among other 
colors. The change-over to white 
mesh types and to brown and white 
spectators is not expected to mate- 
rialize until warm weather arrives 
to stay, probably in mid-May. 

Typical of many of the early sec- 
ond season promotions were these: 

R. H. Stearns Company: Smartly 
bowed pump in patent as well as in 
navy, green and sand-colored calf; 
a punched leather pump in regatta 
blue and also in sand-colored suede; 
and a non-punched pump pattern in 
black, blue, brown or red. 

Franklin Simon & Company: Plain 
pump in quicksilver gray luster 
calf; also in black patent, silk and 
suede. Colors other than black and 
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gray included blue, red, white and 
beige. 

Conrad & Chandler Company: 
Pump with tapered mid-high heel 
and dressmaker bow, in black, red 
or blue. 

Jordan Marsh Company: Luster 
calf pumps in bone, Mexican pink, 
green-gold and tile, as well as black 
patent. 

Arlace Shoe Store: Pumps carry- 
ing scalloped collar lines in black, 
beige, sapphire, lilac, mint green, 
rose, aqua and tangerine. 


Chicago Selling Reported 

Accelerating Through April 

SALES in the Chicago area are 
accelerating at a steady pace 
through April. The pre-Easter week 
was cold, but, for the most part, 
shoe traffic was fair. 

Consumer buying was reported 
healthy and with more life than has 
been noted in several seasons. The 
life was promoted by a spreading 
out into more colors. Black, chiefly 
patent, remained the top seller. 
However, it showed less strength 
than normal, with heavy concentra- 
tion on navy and bright blue. There 
was also a fair distribution of sales 





ous fashion round-up of xhaes 
with exciting tapered curves 
vou love the slender slope 
f us pump and he jet s-nat- 
ake-a-tati middling hee 
Nt pena 95 
n the Shoestring Tollection of 
i nee 1 Miter 
A new toe treatment is introduced with 
surrealistic art. Unpretentious copy is 
likely to be read. New York (5 cols.). 


between bone, taupe, green, and red. 
This trend was noted in the more 
conservative departments and family 
stores, as well as in the chains and 
high fashion type outlets. 

Other late spring types have had 
good early action. This has in- 
cluded nylon meshes, fabrics, and 
even some whites and _ spectators. 
There has been a revival of Spring- 
o-lators in some fashion stores. This 
is a welcome variation from the 
pump dominance which has _ con- 
tinued for so long. 

One shop has featured a choice of 
16 colors or materials in Spring-o- 
lators. Sandals are also coming in 
strong. They should account for a 
lot of second pair purchases this 
month. Chains have done especially 
well with low heel fashion shoes 
offered in a wide assortment of 
colors. 

Casuals are also particularly ac- 
tive. Brushed pigs and other shag 
effects have done well in bright 
colors such as turquoise, orange, 
sand, mint .green, avocado, and 
bright blue. Casual trends pretty 
well cover the field. There has been 
good interest in the very low heel 
ties and in the classic wedges. Sales 
have also been sparked by the more 
dressy version with barrel and other 
shaped heels, stacked leather heels, 
and flat heeled slipons. 


All Categories of Shoes 
Sell Well at St. Louis 


SALES in the St. Louis area are 
remaining at good healthy levels in 
all categories of shoes. Some women 
are swinging down to a lower price 
shoe than they ordinarily buy, deal- 
ers cautiously indicate. They add 
that the lower price pair is invari- 
ably the woman’s second spring pur- 
chase. Men’s and children’s sales are 
still in their customary brackets, 
dealers say. 

Men’s business is rocking along 
a little faster than it was a month 
ago. A barrage of merchandising and 
promotional efforts has paid off in 
sales, so say men’s store managers. 
They feel that the credit for their 
better-than-average sales pace should 
go to the late teens and early twen- 
ties group. The young men have 
really bought this spring, while the 

(CONTINUED ON FOLLOWING PAGE) 
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more mature business man has not. 

Stitch-and-turn patterns with moc- 
casin or swirled vamp continue in 
high favor, particularly in antiqued 
leathers. Golf shoes felt a burst of 
activity as weather warmed up beau- 
tifully this month. Spiked soles lead 
rippled types, with lighter more flex- 
ible uppers growing in popularity 
over heavier brogues. 

With the school play yards now 
warm underfoot, children have 
bought and are wearing rubber-soled 
canvas playshoes, saving their Easter 
pairs for “best’”—at least for this 
month. Little girls are asking for 
canvas pump patterns with elastic- 
ized toplines, rather than the tennis 
shoe types. Bright solid colors and 
floral prints are moving in good vol- 
ume for this time of year. 

In little girl’s dress shoes, volume 
pattern is a black patent leather 
pump with semi-tapered toe, flat tail- 
ored bow trim, convertible strap, 
and happy printed lining. Boys’ flex- 
ible three-eyelet moc ties are cur- 
rently favored over wing tip perf- 
trimmed brogues. Black and white 
saddle oxfords are selling well for 
both sexes, ages 3 to 18. 

Post-Easter sales of women’s shoes 
finds dressy black patents still in 
the fore, with semi-tailored beige 
pumps close behind. Gold-toned trims 
are good. Bright colored shoes are 
moving better in lustre calf and 
smooth calf at present than in the 
brushed-smooth combinations of a 
month ago. Pink, green and blue 
pairs bought during March and saved 
for Easter Sunday are now coming 
downtown to shop, are going to work, 
and are generally being worn every- 
where, brightening pavements, res- 
taurants and movie foyers with their 
gay appeal. 

Sales of matronly arch-type foot- 
wear have been listed as good stead- 
ily since the middle of March. Black 
patent in combination with nylon 
lace has sold well both in open toe 
pump patterns and in open toe high 
cut ties. Punched pig and link pig 
are preferred to smooth calf as 
warmer weather comes to stay. 

Despite fashion emphasis on the 
needle and double needle lasts, many 
St. Louis women continue to demand 
open toes as the simplest solutions 
to their personal foot problems. The 
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fact that casual and semi-dress pat- 
terns with the new squashed shaped 
wood heel are selling well every- 
where that they are featured may 
forecast a strong walking shoe era 
ahead, suburban dealers observe. 


Easter Selling at Denver 
Proved Best in 8 Years 

THE Denver public began Easter 
buying ahead of the usual rush and 
the shoe-selling boom has continued 
into mid-April, breaking records for 
the past eight years. 

Marring the picture were several 
days of blizzard conditions in late 
March, but these slow days were ex- 
pected to be offset by the unusually 
fine trading the past two months, re- 
tailers said. Figures were based on 
comparable weeks regardless of what 
month they fell in. So good had been 
the early spring shoe-selling that 
downtown retailers agreed to post- 
pone Easter clearances until the sec- 
ond week of April instead of starting 
them immediately after the Easter 
week-end. 

Some shoe retailers said they did 
not need to have any clearances. This 
was in the face of the fact that in- 
ventories had been increased by the 
stores this spring. Accent in all cate- 
gories of shoes was on quality and 
even luxury buying. 

The white season also had started 
in late March, indicating a record 
white shoe sale business for women 
and children. This does not apply to 
teenagers who still are buying colors. 
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A seasonal ad with accent on springy 
comfort for the active woman walking 
in Red Cross Cobbies. Denver (5 cols.). 


While black patent has been the 
leader in women’s shoes the past 
two months, blue was leading in the 
staple lines, bone as the fashion 
color. Black patent, however, some 
retailers said, has suffered some this 
spring because of this year’s accent 
on color. Pastels, lusters and reds 
have been unusually strong. In the 
women’s shoe picture, extreme double 
and triple needle toes were waning, 
and demand was for the more modi- 
fied pointed toe. In tailored shoes, 
there has been good interest in 
squared tips on stacked heels. Only 
in the high fashion salons has there 
been any activity in the new oval 
toes or squared-off toes in dressy 
shoes. 

In children’s shoes, best-sellers 
have been white calf and black patent 
T-straps, convertible straps in red 
and black patent, convertible straps 
in black patent square-tips and black 
and white saddles for girls; smoke 
elk oxfords, black and brown moc- 
toe three-eyelet oxfords, black and 
white saddles and scuff toe oxfords 
for boys. 

Teenagers have been buying va- 
nilla ice pumps, black smooth leather 
low T-straps, patent bow-trimmed 
pumps with 8/8 shaped heels, black 
patent and smooth leather pointed 
toe shell pumps, black or brown and 
white saddles with crepe-type or syn- 
thetic soles, and brown penny moc- 
casins. 

Impetus to some of the shoe stores’ 
volume figures have been personal 
fittings and trunk showings by fac- 
tory representatives of name lines. 
In one store, casuals took a big jump 
after a showing of spring and sum- 
mer wedge shoes in bright colors. 
Casuals have been selling best in the 
$10 to $12 price range. 


San Francisco Retailing 
Seen Well Ahead of °58 


BUSINESS in San Francisco has 
been running well ahead of last 
year. Part of the reason may have 
been the earlier Easter but another 
important factor is the strong ad- 
vertising and promotional programs 
of retailers. 

Competition is keener and mer- 
chants are on their toes and using 
every possible means to attract cus- 
tomers. Old customers are being 
contacted by direct mail advertising, 
and efforts are being made io at- 
tract new ones by means of radio 
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and newspaper advertising and 
special window and outside displays 
and publicity. 

The appeals are varied. Some 
emphasize style, others talk about 
wide variety of models, colors and 
sizes from which to choose. Foot 
comfort along with style is also 
brought out, and the old idea of per- 
sonal service to the customer seems 
to be back again. The customer is 
being sought after and he is finding 
many things to attract him. 

While there is some price appeal, 
the major emphasis is upon offering 
something new or better. Color is 
rampant, being added to everything 
from the dressy patents to every 
day casuals, and on down into the 
linings in teen-age numbers. It is a 
spring season in which all the colors 
of the flowers are being reflected in 
the footwear. 

In the new ideas Frank Werner 
is featuring “Straw Under Glass,” 
a new treatment of vinylite over 
straw in spring colors, priced at 
$19.95. They are also using the slo- 
gan “Spring Begins With A Beauti- 
ful Shoe At Frank Werner.” 

Sommer & Kaufmann has a new 
shade called Bayleaf Green that is 
“the freshest new accent with 
everything you wear,” in both calf 
and velvet suede, also at $19.95. 
H. Liebes has a “Brass Band” num- 
ber of “pure elegance in leather, 
with a gleam of metal at toe and 
heel” in a variety of colors at 
$24.95, and at Frank More’s there is 
an array of slim, closed pumps in 
plain or blended colors at from 
$19.95 to $39.95. 

In the popular priced field, in ad- 
dition to the higher priced numbers, 
the Emporium is featuring Fiancees 
“for cocktails and cha-cha-cha, and 
all of Spring’s special occasions” at 
$13.95. C. H. Baker has “pale 
shades, bright shades, color as never 
before,” with guaranteed unbreak- 
able heels, at $11.95 and $14.95. 


Easter Traffic Was Under 

Expectations at Milwaukee 

REPORTS disclose the rush of 
Easter customers was good, but un- 
der expectations, in most Milwaukee 
stores. 

The total volume of shoes sold 
was above the previous year—but 
there is the pressure of 15 to 20 
more retail outlets in the area this 
year than last. This has been a 
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highly competitive spring. season. 
The brighter reports stemmed from 
shopping center and downtown shoe 
outlets. 

Black patents were the undis- 
puted item in shoe salons for Easter 
and spring wear. Bone accounted 
for an increasing share of the sales. 
Bow trims and cut out vamps sold 
well all over town. Color, light- 
hearted and gay, was being effec- 
tively promoted to stimulate traffic. 
Orange, scarlet, green, pink and 
lilac were being well accepted. 

Almost every ladies’ shoe buyer 
admits a slowly building tempo of 
complaints about stylish toes and 
heels. But, none will agree that the 
complaints are sufficient to indicate 
a retreat from the pencil-thin styles. 
Several important buyers admit, 
however, that they are watching 
closely, ‘‘whether the oval-shaped 
toes will catch on this season.” 

Men’s spring shoe retail activity 
opened with a healthy spurt on the 
weekend prior to Easter. Reports 
from downtown and shopping cen- 
ter buyers showed it to be the big- 
gest weekend of selling thus far in 
1959. Most of the volume was for 
Easter dress wear. 

Men’s shoe volume prior to the 


last weekend before Easter had 
been seriously lagging, and the 
Easter rush was met with big 
smiles. Black shoes continue to be 
the dominant seller, although dark 
browns are making impressive 
gains. Men’s smoked tones are sell- 
ing in good volume, along with 
lighter gray and dirty bucks. 

Children’s shoe volume for spring 
is slightly under last year. Dealers 
attribute the lag to bad weather 
and the early arrival of Easter this 
year. Says one neighborhood dealer: 
“Our customers have been coming 
in just to buy replacement shoes for 
their children.” 


Minneapolis Easter Selling 
Was Up Despite Date 


MOST Minneapolis department 
and specialty stores selling women’s 
shoes experienced a pick up in pre- 
Easter business this year despite 
the fact that the holiday came 
earlier than last year. They were 
aided by balmy spring weather 
when the thermometer climbed into 
the high 60’s. 

Buyers and managers were quick 
to point out that it was going to be 
a “colorful” spring. Action in the 

(CONTINUED ON PAGE 104) 
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very what's-new 


.. tantalizing pump, sipped at the ty, 


big cat's whisker bow and more come-on fashion than anything afoot. 


It's « Fresh silhovette in bright calypso kid, walnut 


calf er black patent with silk bow. 


36.95 the pair, from Bonwit's designer shoe collection, one of the greatest ia the world. 


Shee Salon, Second Fleer 


New York Manhasset 


"Good pussy’ provides invaluable service as an attention getter but may detract 
from the point of the ad: the introduction of a new toe styling feature. Make 
the reader work and you may lose her. Bonwit Teller, New York (8 columns). 
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YCOLAC 


THE TOUGH, HARD ABS PLASTIC 
from BORG-WARNER 


CYCOLAC’s amazing properties make it in- 
finitely superior to traditional shoe heel ma- 
terials... serviceable over a wide temperature 
range. 

CYCOLAC’s outstanding toughness and abil- 
ity to “take-it” have been proven through 
constant wear. 


CYCOLAC’s exceptional quality practically 
eliminates returns. 

CYCOLAC’s light weight offers more heels 
per pound . . . usable with all conventional 
shoe forming equipment. 


CYCOLAC’s low cost will surprise you. 


Now—in less than a year—there’s 
twice as much proof that Cycolac is 
not only rigid . . . but extra tough as 
well! More than two million high heels 
molded of Cycolac have demonstrated 
its astounding ability to stand-up under 
daily wear. Reports from manufactur- 
ers and molders continue to show re- 
turns at an all-time low! 


Looking for ways to cut manufacturing 
costs and maintain the quality and 
reputation of your shoes? Look into 
Cycolac now! 


WRITE FOR DETAILED INFORMATION TODAY! 


PACESETTER IN 

Division OF BORG WARNER 
Washington, W. Va. 

also represented by: 


WEST COAST: Harwick Standard Chemical Co., Los Angeles, Cal. 
CANADA: Dillons Chemical Co. Ltd., Montreal & Toronto 
EXPORT: British Anchor Chemical Corp., New York 


rot d -Yoya, 
CHEMICAL 


SYNTHETIC RESINS 
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Profile: David W. Herrmann 
(CONTINUED FROM PAGE 40) 


was 23 years old, Thought he might 
go back to school to study law at 
night. He had a natural inclination 
and aptitude in that direction and 
the only reason he didn’t study law 
after he graduated from N. Y. U. 
was because he wanted to work for 
a while and accumulate enough 
money to go back to school. How- 
ever, the job and responsibilities as 
sales manager of Harding Shoe Com- 
pany were so time-consuming and 
involved that Dave finally decided to 
give up the idea of returning to 
school. 

As sales manager for the Harding 
Shoe Company, he met and dealt 
with many people. Among them was 
Murray Rosenberg, who operated a 
chain of stores in New York under 
various, assorted names but mostly 
under the name of Miles Shoes. The 
chain consisted of approximately 20 
very successful shoe stores. And 
what started as a purely business 
contact, grew into a lifelong friend- 
ship. 

In 1927, when Murray Rosenberg 
envisioned a rather aggressive pro- 


gram of expansion for his polyglot 
chain of stores, he asked Dave to 
join the company. He agreed... 
primarily because of his friendship 
with Murray and also because he 
felt the retail phase of shoe business 
was fascinating, complex and _ in- 
triguing. He wasn’t given any speci- 
fic job. Instead, he was told to look 
around and decide what he wanted 
to do. His primary concern was to 
systematize and organize the many 
phases of the business . . . making 
the pieces fall into their proper place 
and expanding the whole into a co- 
hesive pattern, according to sound, 
fundamental chain store principles. 
Subsequently, he took over the 
women’s shoe buying, merchandising 
and other duties, for which he was 
so well qualified . . . as a result of 
his technical training in account- 
ancy, taxes and various administra- 
tive functions, 

Eleven years later, he relinquished 
his buying functions to become exec- 
utive vice-president of Miles. At 
that time, the chain had increased 
to over 100 stores. And in 1946, the 
company’s stock was floated and 
Miles became a public corporation. 

The consolidation with Melville 


Shoe Corporation was effected in 
1952 and Dave simultaneously be- 
came a director and vice-president 
of Melville. Four years later, when 
Ward Melville relinquished the presi- 
dency to Robert C. Erb... (remain- 
ing as Chairman of the Board), Dave 
Herrmann was made executive vice- 
president and general manager of 
Melville Shoe Corporation. He ac- 
knowledges appreciatively the gen- 
erous and friendly cooperation he 
received from everyone in the Mel- 
ville organization and pays tribute 
to the character of the people who 
constitute the personnel of the com- 
pany. 

In his capacity as executive vice- 
president and general manager, he 
has no particular sphere of opera- 
tions. Actually, he is involved in all 

. in merchandising policies, ad- 
ministration, real estate and corpo- 
rate matters. 

Miles Shoes has remained an au- 
tonomous operation . . . with its own 
officers and board of directors, and 
it conducts its business as an inde- 
pendent division. Each division pur- 
sues its own objectives, to the same 
extent that they did prior to the 

(CONTINUED ON PAGE 75) 





A BETTER FIT... ONLY 4 SIZES TO STOCK 


Tingley Men's Sandal. Black $1.75 pr. 
Brown $1.90 pr. Pure Gum $2.40 pr. 
4 sizes fit shoes 6'/2-13. Diamond grid 
non-slip sole. 


AS ADVERTISED 


April 15, 1959 


Give your customer a perfect fit in light, 
comfortable, neat looking, stretchable, rub- 
bers that will outlast several pairs of shoes. 
Whether clogs, sandals or storm rubbers 
. .. you can do this with less than !/5 the 
inventory old-fashioned lined rubbers would 
require. And, fill-ins are quickly available 
from nearby distributors’ stocks. You can 
make money with the Tingley Line. 


§ 
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A 
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See Us Room 445 
Trade Show Bldg. 
PPSSA 


RUBBER CORPORATION 
GEERERRESR IS SR aE 


Rahway, New Jersey ® Established 1896 
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Children’s Specialty Shop Finds: 


Leased Shoe Department a Money Maker 


MACON, GA.—Generally speak- 
ing, not many children’s specialty 
shops, selling clothing for infants 
through pre-teens, go in for shoes. 
They prefer to specialize in soft 
goods—ready-to-wear dresses, hats 
and accessories—and leave the shoe 
business to others. 


But six years ago when Miss Mar- 
jorie Jennings opened the Jorie Shop 
here, she decided to see what she 
could do with a small line of shoes. 
The idea apparently had merit, for 
it immediately became popular with 
customers. But it also had its draw- 
backs so far as the operation of the 
shop was concerned. 

Miss Jennings found her answer 
in leasing the department. Today it 
has grown to such an extent that it 
stocks some 6000 pairs of shoes from 
infants through teens. Mothers, in 
fact, are buying some of the teen 
styles for their own use. 

The department is under lease to 
Burton Stores, operators of five fam- 
ily shoe stores in south and central 
Georgia. Even Harold Burton, head 
of the stores, was dubious about the 
department in a children’s shop for 
fear there would not be enough vol- 
ume to merit the venture. He was 
fooled, he admits. 

“When I was first approached on 
the idea of operating the depart- 
ment, I did not think too much of 
the idea,” he recalls. “The lady who 
runs the shop came to see me a sec- 
ond and third time before I finally 
agreed to give it a trial. Today the 
department is proving to be a good 
investment and every month we are 
showing nice increases.” 


Department Expanded 
When the shop itself operated the 
department, only a small section of 
the store was devoted to shoes. When 
Burton’s took over, it was expanded 
in order to justify placing sales- 
people in the store who would de- 
vote their full time to selling shoes. 
The department was placed in the 
rear of the store in a space formerly 
occupied by an office. Chairs were 
compactly arranged in a space mea- 
suring some 25 feet wide by 20 feet 
in depth. 
Why has the operation succeeded 
best under the leasing plan? 
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Miss Jennings gave this explana- 
tion: 

“We found that we were not shoe 
people. We know the children’s 
clothing field, and what to buy and 
what not to buy. But when it came 
to shoes, most important of all, we 
found that we did not know how to 
fit shoes—and you know how im- 
portant that is, especially for chil- 
dren.” 

With the facilities offered by Bur- 
ton’s, that situation was taken care 
of immediately. 

Mr. Burton put Mrs. Louise Hall 
in charge of the department. She 
had experience in fitting children’s 
sizes, having worked at the firm’s 
downtown store for a number of 
years. 

What to buy was a problem for 
the children’s shop. Said Miss Jen- 
nings, “We couldn’t devote the time 
to shoes that we should, and we 
found that the shoe business is as 
specialized as the ready - to - wear. 
Fast-changing trends and our in- 
ability to keep up with the market 
also presented a problem for us.” 

But there is a profitable field for 
shoes in children’s specialty shops, 
and with the cooperation of all the 
salespeople it offers a big field for 


shoe people, Miss Jennings believes. 

The shop is in a suburban area 
of Macon. The people who patronize 
it are financially able to buy com- 
plete ensembles from hats to dresses 
to shoes, and such sales are quite 
common. 


Salespeople Cooperate 

The salespeople in the dress shop 
work hand-in-hand with the shoe 
people. Burton’s has two salesper- 
sons working in the shoe depart- 
ment, and the shop is small enough 
so that they know what is new in the 
over-all operation. From time to 
time, when shoes are being shown, 
it is possible for them to suggest a 
dress or a hat to match the shoes. 
The same practice is carried on in 
reverse. 

Another advantage of the leased- 
department arrangement, Miss Jen- 
nings said, is realized in advertis- 
ing. 

Since Burton’s operates two other 
stores in Macon, the firm spends a 
lot of money in local advertising. On 
the other hand, if the children’s shop 
itself tried to do a promotional] job 
on shoes, its resources would be 
more limited. 

A television show is currently 
running with both Burton and Jorie 
cooperating in the use of live 
models. 





‘Treat the Customer as You Would a Guest’ 


ey 


Women's department in Lamey-Wellehan Footwear's main store in Lewiston, Me., 
illustrates owner Daniel J. Wellehan's endeavor to make his five units “attractive, 
comfortable places to shop for family footwear." Mr. Wellehan, who also oper- 
ates stores in Portiand, Rumford and Augusta, Me., and Lawrence, Mass., advises 
sales personnel to greet and treat each customer like a guest in their own home. 
All stock is kept in the back, out of sight. Decor is restful, with neutral-colored 
walls and carpeting, easy chairs, soft lighting and ashtrays for convenience. 
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BIGGEST BONANZA 
in FOOTWEAR? 


See New 
RIPPLE® Sole STYLES 


—PPSSA, N. Y. Trade 
Show Bidg..— 


Room 404 Dunham's Tyroleans® with 


RIPPLE® Sole — sizes for men, 
women. 


BIG FACTOR in MANUFACTURER'S BUSINESS 


‘We never anticipated that RIPPLE® Soles would become such a big factor in our 
business.” 
Nelson E. Withington, Dunham Bros., Brattleboro, Vt. 


REAL MONEY-MAKER for RETAILER 


‘Today our RIPPLE® Soles (both men’s and women’s) are as good sellers as any shoes 
in our stock (and better than most)! We expect 1959 to be a real money-maker . . . 
as far as RIPPLE® Soles are concerned." 

Marvin M. Stein, Stein Shoe Shop, Midland, Mich. 


AND ...1959 CAN BE A REAL MONEY-MAKER 

FOR YOU, TOO, IF YOU TIE-IN WITH 

RIPPLE® Sole’s AGGRESSIVE NEW AD CAMPAIGN... 
PRE-SELLING TENS OF MILLIONS! 


*TM Ripple Sele Corp. 


(G23 Write for FREE Sales Aids... TODAY! 
‘aeebe 


BEEBE RUBBER COMPANY Nashua, New Hampshire 
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This man has never outgrown 


and he never will... 


thats why he is 
IMPORTANT IN YOUR LIFE 








The man who calls from CHILD LIFE has a juvenile point 
of view. That means a growing outlook on sales. Price selling, 
hot shot promotions are not part of his thinking — but he 
does put a lot of thought on building a solid quality image for 
the alert dealers who carry his shoes. 


You feel this, for example, as he explains CHILD LIFE’S 
franchised plan of selling — an idea that is designed to pro- 
tect the investment of time and talent that every dealer must 
make in the sale of a pair of shoes. He shows you how this 
guarantees your profit . . . and you'll find him at your side 
with shoe styles that make talked-about news among mothers 
in your trading area. 


Yes, the man who calls from CHILD LIFE has an irrefutable 
record of success. His sincere interest in dealers and his in- 
herent desire to serve them with merchandising ideas make 
him especially important in your life. Work with him. You'll 
never have a more loyal, more helpful friend. 








HERBST Shoe Manufacturing Co. « Milwaukee 45, Wisconsin 
New York Office — 557 Marbridge Building, New York 17, N. Y. 
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THIS MONTH 


Indiana Shoe Travelers' Association, 
Indiana Fall Shoe Show, Claypool 
Hotel, Indianapolis .. April 19-21 

Guild of Better Shoe Manufacturers, 

Fall Showing, members’ showrooms, 
New York ......-.Week of April 20 

Northwest Shoe Travelers, Inc., Fal! 

Shoe Fair, St. Paul Hotel, St. Paul, 


Phan ag Wo re Shoe Nake mit el rr A Me K L E D e E Pp 


Fall Shoe Fair, New Washington and 
in elegant comfort 


Stewart Hotels, Seattle, Wash.. .April 26-28 
MAY 


lowa Shoe Travelers’ Association, Fal! 
Shoe Show, Fort Des Moines Hotel, 
Des Moines ... 
Ohio Shoe Travelers Club, Fal! Shoe 
Show, Deshler-Hilton Hotel, Columbus 
May 3-5 
Mountain States Shoe Travelers’ Asso- 
ciation, Fall Shoe Show, Albany 
Hotei, Denver .. 
Southeastern Shoe Travelers, Inc., Fal ’  . 5 
Shoe Show, Henry Grady, Dinkler EN ANUIrg 


Plaza, Peachtree on Peachtree, and 7 
Piedmont Hotels, Atlanta wel i 
Midwest Shoe Travelers’ Association, OU # CRUNWVL 


Fall Shoe Market, Hotel Morrison, 


Chicago .... .May 3-6 uf 
Popular Price Shoe Show of America, BOR: 
44 





New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, Hotels Sheraton- 
McAlpin and New Yorker, and New 
York Trade Show Building, New York 
May 3-7 
Middle Atlantic Shoe Travelers, Inc., 
Fall-Winter Shoe Show, Benjamin 
Franklin Hotel, Philadelphia 
Michigan Shoe Travelers’ Club, Fall 
Shoe Foir, Statler-Hilton Hotel 
Detroit May 10-12 
Southwestern Shoe Travelers’ Associa- cy 
tion, Adolphus, Baker, Southland and fashi a y 
Statler-Hilton Hotels, Dallas....May 10-13 | hy ashion-wise lady — whether shopper, 
sports spectator or suburbanite — 


Mid-Continent Shoe Travelers Associa- { 
tion, Fall Shoe Show, Biltmore Hotel, appreciates smart, comfortable casual wear. 


Oklahoma City, Okla. ......... May 17-18 | This popular boot creation features BORG 
Pennsylvania Shoe Travelers’ Associa- 100% Dynel Trim and Nylon Lining to meet 
tion, Fall Shoe Mart, Hotels Carlton } milady’s fancy. Soft, durable and so light- 
House and Penn-Sheraton, Pittsburgh eiske. BO é i 
May 17-20 weight, E RG deep-pile fabrics offer the 
Boston Shoe Travelers Association, Fall ultimate in style and luxurious foot comfort. 
Shoe Show, Parker House, Boston Look to BORG for the very finest. 
May 17-20 
West Coast Shoe Travelers’ Associates, 
Fall Shoe Show, Alexandria and Bilt- 
more Hotels, Los Angeles 7-20 
Michigan Shoe Travelers’ Club, Western 
Michigan Shoe Fair, Pantlind Hotel, 


Grand Rapids, Mich. ... May 19-21 | » hie 
Accounting and Office Management # 
Clinic, National Shoe Manufacturers | i : 


Association, Statler Hotel, New York 
S 


May 21-22 be Sey 
Central States Shoe Travelers, Heart of wa 


America Shoe Show, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
May 24-26 x 
FABRICS OF THE FUTURE 
JULY ARE YOURS TODAY 











Baltimore Shoe Club and Associated 
Shoe Travelers of Baltimore, Baltimore BORG FABRIC DIVISION 


Shoe Show, Lord Baltimore Hotel 
Baltimore July 11-14 


“a J 


Amphenol-Borg Electronic Corporation * Delavan, Wis. 
In Canada . . .Borg Fabrics Limited * Elmira, Ontario 
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a MUST-SEE” at the PPSSA show! 
"..eBETTER FITTING means 
BETTER SELLING...” 


ALTSCHUL Children’s and Teens SHOES 


SADDLES * STRAPS e DRESS 
BUK "BEE" OXFORDS @  BUK "U" OXFORDS 


"y's A" ROOMS 579-581 “cise” 


May 3-7 In 
@ ORIGINAL NATURE'S OWN®— straight last with “Contour Fit", and 


also with ‘R-ex'’ Construction. 


@ FAMOUS "R-ex" CONSTRUCTION—finest built-in support construction 


on incomparable Altschul lasts. 


@ REGULAR CONSTRUCTION FOOTWEAR—tecturing "IN - STOCK" 
styles and latest, most-wanted de- 
signs and patterns. 





NEW "IN-STOCK" 
CATALOG [Now Ready) 


Free on request — show- 
ing a complete range of 
styles, sizes and widths 
always available for im- 
mediate delivery. Your or- 
der shipped promptly . . . 
no waiting . . . no lost 
sales! 


FREE WEDGE CHART— 


handy aid in any store. 
Send for yours today. 


RED ELK OXFORD 

C789: Fringe Tongue—Spring Heel 8!/-i2. B-EEE 
K700: Picin Tongue—Spring Heel 4-6. B-EE 
F700: Plain Tongue—Spring Heel 6'/2-8 B-EEE 








BLACK VELOUR BUK “BEE" OXFORD 


| Inside Shoe Business 
| (CONTINUED FROM PAGE 56) 


quickly prescribed the right diet to 
| feed the patient. This became a diet 
| of open-to-buy selling. Both the doc- 
tor and the patient have thrived 
| mightily on it. 
For the past 30 years shoe busi- 
ness has fluctuated within a limited 
| per capita consumption range of 3 
| to 3% pairs. This indicates that it 
has regarded its customer, the Amer- 
ican public, pretty much as a closed- 
to-buy customer after the 3-31 pairs 
consumption level has been reached. 
It has been frequently argued that 
because shoes are a basic commodity, 
there’s a saturation point of con- 
sumption. Well, food is an even more 
basic commodity. There’s just so 
much, and so many times, one can 
eat in a day. Yet the per capita con- 
sumption of food—and per capita 
spending on food—has shown steady 
and substantial growth. This has 
| been done by constantly expanding 
the types and varieties of foods; by 
creating new tastes; by creating 
| new items and new visional presenta- 
| tions of these items. Look at our 
| packaged meats, our frozen foods, 
the ever-expanding ready mixes, etc. 
Is it that in shoe business our 
| psychological approach to the new 
| open-to-buy consumer has been off 


| track? Do we still tend to regard 


and promote shoes primarily as a 
foot-covering with some decorative 
surface treatments? We are rich in 
creative talent. But where is the pi- 
oneering spirit to promote new con- 
| cepts in footwear? A few have come 
through, with spectacular results. 
For example, rubber-canvas casuals: 
from two million to a fantastic 65 
million pairs in a decade. 
Today’s customer is no longer a 
statistic—a number that buys 3% 
| pairs of shoes a year. Today’s cus- 


| tomer is volatile, potentially explo- 


sive as a buyer of goods and ser- 


vices. And the greatest potential lies 
in his open-to-buy state of mind 
which is being tapped profitably by 
many types of business, but is yet 
virgin territory for shoes business. 
i A saturation point to shoe con- 


GREY VELOUR BUK “U" OXFORD 


Cushion Sole e Long Arch Supporting 
Counter © Right and Left X-Ray Steel Shank | 


M935: |2'/.-3. B-EE 
L935: 44-10. AA-EE 


Stitched ''Zephyrlite’’ 
porting Counter 
Shank 

M230: 12//-3. B-EEE. Taper Toe 
L230: 5-10. AA-EE. Toper Toe 


Sole e Long Arch Sup- 
Right and Left X-Ray Steel 


() i ( ) | sumption? Maybe. But it’s far above 
Ul athe S toohul Que. | the 3-3% pairs we’ve been stuck 
| with for decades. We’ll come a lot 

closer to hitting the gusher when 


we stimulate that open-to-buy cus- 
| tomer with open-to-buy selling. © @ 


SL Juuus atrscnut inc. |Z 


FOUNDED 1899 
CELEBRATING OVER 60 
YEARS OF FAITHFUL SERVICE 


117 GRATTAN STREET + BROOKLYN 37,N_Y 


“ Straight Last F 


HY 7-4500 
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NOHEL Presents . . . New 1959 Fall 


Ff 


ine. ., 


r ’ 


Style #170Q—Children’s Zipper Bootie, size run 3 -8— 
colors: red, pink, blue and maize print, crepe outsole, packed 
36 pairs assorted colors to the case. 


Price per pair, poly bag packing 
Price per pair, display box packing 


Suggested case run Size 3 4567 8 
Quantity 5 5 6 6 7 7 





Style +27Q—Children’s All Corduroy Zipper Bootie, size 
run 3 - 8—colors: red, pink, blue and maize print, crepe out- 


sole, packed 36 pairs assorted colors to the case. 


Price per pair, poly bag packing 
Price per pair, display box packing 


Suggested case run Size 3 4 67 8 
5 


Quantity 5 


4 
6°62 7 





Make Room 1517 
Hotel New Yorker A Must Stop 
During P. P.S.S. A. 











Style 2470 print, 2472—red solid, Children’s A-Justa 
Boot slipper, size run 4 - 10—colors: red, pink, blue and maize 
print and red solid corduroy, crepe outsole, packed 36 pairs 


assorted colors to the case. 


Price per pair, display box packing 


Suggested case run Size 4567 8 9 10 
Quantity 4 4 6 6 6 6 4 








N oO H E L M F G ° Cc oO R P i Representatives Wanted. 


50 ALEPPO STREET @ PROVIDENCE, R. I. Some Territories Available—Please Contact 














Only 18 days until 


PPOOA 
BREAKS THE 
BIG NEWS 


IN SHOES! 


1. FOR MEN—Brown touched with Black. ing is being planned? What merchandising aids 
To be featured in Esquire. will be provided? 
2, FOR WOMEN—New Shapes in Brown. To get the full story, you must be at The Popular 


To be featured in Vogue Price Shoe Show of America! 
Manufacturers! Reserve space now! Write to 


3. FOR CHILDREN — Boots! Boots! Boots! PPSSA, 210 Lincoln Street, Boston 11, Mass. 


To be featured in Parents’ Magazine. pcncligedaiaai distal 
| Don’t miss the PPSSA Industry-Fashion Break- 
| fast! Time: May 4, 8:00 A.M. Place: Grand 














They’re the new all-out promotions being planned , - = are 
e a ; Ballroom, Hotel New Yorker. Speaker: William 
by the major shoe lines of the country for Fall. » Bustier, View President. Chase Masketten 
They’re industry-wide! They’re nation-wide! Bank. Subject: “Inflation and the Shoe Indus- 
They’re sponsored by the National Shoe Institute! A ode gee _— to PPSSA, 210 
° ° 4 - ’ s » Ss. 
How will the Big 3 be featured? What advertis- 








PPSSA always at your service - MAY 3-7, 1959 - Hotels New Yorker and Sheraton-McAlpin and the New York Trade Show Building 


ED AND OPERATEL AND SHOE AND LEATHER ASSOCIATION AND NATIONAL ASSOCIATION © 40E CHAIN STORE 
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Profile: David W. Herrmann 
(CONTINUED FROM PAGE 67) 


merger. The belief is that the con- 
duct of these divisions, as segregated 
rather than integrated units, is 
healthy and vital to the growth of 
each. The minute the policies of one 
become submerged in the other, there 
is no doubt that partial atrophy has 
set in and that the expansion and 
growth that are so essential to meet 
present day competition would be 
obviously affected. The continued 
success of the Miles division attests 
to the soundness of this policy. 

Miles is probably one of the fore- 
most operators of family shoe stores 
in the East. They concentrate pri- 
marily on women’s shoes but also 
sell children’s shoes, which are an 
increasingly important part of their 
business. Men’s shoes is the cate- 
gory in which they attain the least 
relative volume. Thom McAn, of 
course, is one of the largest manu- 
facturing-retailers of men’s shoes in 
the United States. 

The Gold Line chain, which is the 
family division of Thom McAn, sells 
men’s, women’s and children’s shoes 
and has become recognized to a 


greater extent than ever in the 
women’s shoe field, where it is at- 
taining some fantastic increases in 
volume. 

“We must,” says Dave, “keep 
abreast of the ever-changing retail 
pattern and buying habits of the 
consumer. Any large organization, 
to operate successfully and profit- 
ably, must be sufficiently flexible ... 
constantly change its policies in or- 
der to have the best distributive 
mediums that will produce the max- 
imum volume. 

“Since Bob Erb (formerly presi- 
dent of J. F. McElwain Company) 
and I have been here, we have ex- 
panded our family store operations 
to a degree never before anticipated. 
It was easy to recognize that urban 
locations were beginning to suffer in 
popularity and that the small neigh- 
borhood type of store, that was 
somewhat restrained in its opera- 
tions and did not allow for expan- 
sion, would be outdated. We are 
convinced that the future of our 
chain depends upon the development 
of more modern, larger, attractive 
types of men’s shoe stores in key 
locations; and the expansion of our 
family shoe store chain in shopping 


centers and free-standing highway 
stores. We are moving ahead on that 
basis.” 

Dave Herrmann believes implicitly 
“that a chain store business, to be 
successful, must be well organized 
. . . have well-trained, efficient, con- 
scientious executives at every level 
and in important key positions. 
Delegation of authority, as well as 
recognition of individuality and per- 
sonal responsibilities, are very im- 
portant. New ideas and recommenda- 
tions, regardless of where they 
originate, should always be recog- 
nized. Junior and key executives 
should always be given an opportu- 
nity to assume as much responsibil- 
ity as they have indicated they can 
capably handle. 

“Centralized control is very im- 
portant but, aside from efficient ad- 
ministration, a major policy in our 
company has been the ‘open door’ 
between executives, merchandisers 

. and store personnel, that most 
important liaison between manage- 
ment and consumer. 

“Maintaining identity has been a 
motivating force; and we believe 
that one of the most important con- 

(CONTINUED ON FOLLOWING PAGE 





pride 
in each 
other’s 


... 80 light, 


so flexible, 


company 


so resilient, 


you can roll it up 


... right in the palm 


of your hand. 


Endicott-Johnson 
Ranger #841 


e Town brown, oil tanned 


eskimo leather 


e Metatarsal arch pad 


e Vul-Cork Neoprene Sole 


VUL-CORK DIVISION, CAMBRIDGE RUBBER CO., TANEYTOWN, MARYLAND 


April 15, 1959 





tributing factors to the success and 
continuing growth of Melville Shoe 
Corperation has been the reasonably 
strict adherence to the fundamental 
concepts set down by Frank Melville, 
the founder, and Ward Melville, in 
connection with Thom McAn. This 
is equally true of the Miles division, 
which was founded by Murray 
Rosenberg in 1918. 

“We would be remiss, indeed, if 
we failed to acknowledge the vital 
part that the J. F. McElwain Com- 
pany played, prior to their consolida- 
tion with our company in 1939 and 
subsequently . . . making it possible 
for Thom McAn to manufacture and 
sell a product they could not have 
achieved on any other basis.” 

Dave believes strongly in the as- 
sociations representing the industry 
and has devoted a good deal of time 
and effort to the National Associa- 
tion of Shoe Chain Stores ... (was 
president in 1953-1954); and the 
American Retail Federation .. . the 
Washington spokesman for the retail 
industry. He is on the executive 
board of directors of the American 
Retail Federation and has been chair- 
man of their tax committee for the 
past three years. He is firm in his 
conviction that anything that bene- 
fits or is good for the entire indus- 
try is also good for the individual 
members of that industry. “I think,” 
says he, “that members of an indus- 
try can get a great deal of satisfac- 
tion and fulfillment when they work 
for the good of the industry as a 
whole. There was a time when com- 
petition was such that members of 
the shoe business were very reluctant 
to work or cooperate with these as- 
sociations. However, that attitude 
has been overcome and relegated to 
the past because many concerns 
found they did not surrender their 
identity, individuality or competi- 
tive advantages. Instead, they de- 
rived a great deal of benefit from 
sharing information and working to- 
gether in behalf of the industry. One 
of the greatest satisfactions that I 
have gotten from my many years in 
the shoe business has been the or- 
ganizational work that I have al- 
ways participated in . . . (without 
the slightest interference with my 
functions as a member of this or 
any other company) and the many 
friends I have made in the process.” 

We have spent so much time de- 
tailing Dave Herrmann’s business 
background, we haven’t left much 


76 


space for the personal side of his 
profile. It is equally interesting and 
exciting . .. He would rather take a 
plane than a train. His first flight 
was in a canvas-covered biplane in 
1933 and he has been an enthusiast 
ever since. He and Mrs. Herrmann 
went the late Mike Todd one better 
. went around the world in 31 
days. They visited Hawaii, China, 
Japan, Europe and back .. . all by 
plane. They made most of their hops 
at night so as not to miss any of 
the real scenery, contacts with the 
people and cultures, during the day. 
They also had an opportunity to en- 
rich their collection of Japanese and 
Chinese art. One or two of these are 
proudly exhibited in Dave’s attrac- 
tive office. On one wall, for instance, 
there are Japanese silk screen prints 
depicting the Four Seasons and a 
glass-encased museum treasure . 
a terra cotta horse of the T’ang 
Dynasty period. 

Lincolnia is another one of Dave’s 
hobbies. He has a picture of Lin- 
coln . . . one of the limited prints 
made from the glass negatives that 
were discovered a few years ago. 
There is also a small photo of Lin- 
coln along with the rough draft of 
the original conscription edict of the 
War between the States. 

Although we have set the facts 
down in chronological order, that 
wasn’t how we took them down. Act- 
ually, we spent the first fifteen min- 
utes or so talking about Dave Herr- 
mann’s two sons ... Larry, 23, who 
is a lieutenant in the Marines and 
will be leaving for Okinawa soon. 
Ted, the younger boy, is at N. Y. U., 
majoring in Management. He as- 
pires to opening a chain . . . not in 
competition with his father, al- 
though it has to do with a form of 
locomotion too. He is very much 
interested in cars and is thinking in 
terms of a chain of gas stations. 

Dave Herrmann used to play a 
pretty strenuous game of tennis but 
he gave it up .. . not because he is 
59 years old but because the retail 
business is an exacting business and 
the hours you can devote to outside 
activities are very few. 


Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 28) 
The FTC investigation is an out- 


growth of the current interest 
among some congressmen in shoe 


labeling legislation. Although the 
Commission has not yet officially 
declared whether or not it favors 
a label law, many staff employees 
hope to persuade their bosses (the 
five commissioners) that a shoe 
label law would be “in the public 
interest.” (They’ve got a long-up- 
hill fight here, however.) 

Official confirmation of the FTC’s 
investigation came to light recently 
when Chairman John W. Gwynne, in 
replying (on March 16) to a request 
from Senator Richard Neuberger 
(Oregon Democrat) for a report on 
the FTC investigation, stated that 
he expects to have something to re- 
port “at an early date.” 

Mr. Gwynne wrote: 

“The Commission is currently 
conducting a number of preliminary 
investigations which involve al- 
leged use of deceptive practices in 
connection with the sale of foot- 
wear, including one directed at de- 
termining whether the wearability 
and repairability of shoes have de- 
creased to such an extent through 
the use of so-called substitute mate- 
rials that it is deceptive for the 
manufacturer not to disclose to the 
purchaser that these materials are 
being used. 

“This inquiry was originated in 
part on the basis of information 
such as that appearing in your re- 
marks on page 7500 and A4300 of 
the Congressional Record of May 
12, 1958, regarding the belief of Mr. 
Wilbur Gardner, of Medford, Ore- 
gon, that shoes commonly contain 
paper, cardboard, or other material 
which renders them unserviceable 
and unfit to be repaired. 

“This inquiry, which will include 
field interviews with some manufac- 
turers, retailers, and repairmen of 
shoes, has not yet progressed to a 
point where we could properly 
reach conclusions with respect 
thereto, but it is expected that the 
matter may be brought to comple- 
tion at an early date, whereupon I 
will make it a point to advise you 
promptly of the results.” 

Senator Neuberger quoted from 
Mr. Gwynne’s letter in writing Mr. 
Gardner. In addition, Senator Neu- 
berger told Mr. Gardner: 

“TI believe that this action by the 
Commission is important recogni- 
tion of your fight for better shoes 
for American consumers, and I am 

(CONTINUED ON PAGE 86) 
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SOMETHING WONDERFUL HAS HAPPENED 10 THE TALON SHU-LOK FASTENER! 


NEW FLAT-SPRING DESIGN MAKES IT 507% FLATTER! MAKES POSSIBLE EXCITING NEW SHOE STYLING! 


Here’s a great new style innovation for the industry... opening up 
almost unlimited design opportunities for dress, play and sport shoes for 
men and women, boys, girls and children! 





It’s the neater, trimmer, contemporary look in shoes. To see more of 
what we mean, see the next 4 pages. 


MANUFACTURERS: For sample of new fastener, and the complete line of new designs, 


THE OLD: THE NEW: write, wire or phone today. A salesman is ready to give you a private showing. In 
: si New York: Talon, Inc., Shu-Lok Fastener Div., 43 East 51st Street. Phone: EL 5-5500. 
THE DIFFERENCE: This new Flat Spring Shu-Lok fast- 


In Penn.: Talon, Inc., Shu-Lok Fastener Div., Meadville. Phone: Meadville 4-1281. 
ener means a much neater, slimmer look... with better fit, more comfort 


and snugger instep support. Plus these other great features: Adjust- 
ability « Free replacement guarantee for life of shoe * A completely 
non-rusting fastener! 


April 15, 1959 





SOMETHING WONDERFUL HAS 
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HERE'S THE NEW LOOK IN MEN'S SHOES! THE REASON? 


Money grows on shoe trees 
with the sensational new Talon 
Flat Spring SHU-LOK fastener! 





HAPPENED TO MEN’S SHOES! 


- 
a2 
THE NEW FLAT SPRING TALON SHU-LOK! 


It’s 50% flatter. ..100% news! The exciting new styles shown here illustrate the tremendous versa- 
tility of this new, flatter Talon Shu-Lok. But more than that—this new fastener gives you an exciting 
new opportunity for creative design...a chance to get away from stereotype styling... a stimulating 





new innovation to stimulate selling! 


MANUFACTURERS: For sample of this new fastener, and Div., 43 East Sist Street. Phone: EL 5-5500. In Penn.: 

the complete line of new designs, we urge you to write, Talon, Inc., Shu-Lok Fastener Div., Meadville. Phone: 

wire or phone today. A salesman is ready to give you a pri- Meadville 4-1281. 

vate showing. In New York: Talon, inc., Shu-Lok Fastener fastener 
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. AND SOMETHING WONDERFUL HAS 
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HERE'S THE NEW LOOK IN WOMEN'S SHOES! THE REASON? 


Money grows on shoe trees 


with the sensational new Talon Flat 


Spring SHU-LOK fastener! 


Boot and Shoe Recorder 


HAPPENED 10 WOMEN'S SHOES! 


rid 


THE NEW FLAT SPRING TALON SHU-LOK! 


Sport shoes, walking shoes, professional shoes, winter styles, summer styles! The new designs you 
see here are but a few of the exciting new styles made possible by this 50% flatter Shu-Lok fastener. 
And, not only are the designs unlimited...so are the promotion and selling opportunities. For more 
information about this spectacular new Talon Shu-Lok fastener see note below! 





MANUFACTURERS: For sample of this new fastener, and Div., 43 East 51st Street. Phone: EL 5-5500. In Penn.: 

the complete line of new designs, we urge you to write, Talon, Inc., Shu-Lok Fastener Div., Meadville. Phone: 

wire or phone today. A salesman is ready to give you a pri- Meadville 4-1281. el st ener 
vate showing. In New York: Talon, inc., Shu-Lok Fastener ass 
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BABY FEET 


GRIP .. 
GRASP 


FLEX .. 


they need— 


HAND LASTED 


BABY SHOES 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
basic features of foot 
freedom, plus a Good- 
year stitched leather 
midsole for added sta- 
bility. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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Picture Story 


SIOUX FALLS, S. D.—Spending a few minutes with a 
pair of scissors, and a manufacturer's color catalogue has 
helped Don Paul, men’s shoe buyer at Weatherwax’, ex- 
clusive apparel shop here, sell a lot of additional pairs. 

Weatherwax’ men’s shoe department, on the right side 
of the store, features completely open display shelving, 
from floor to ceiling, with a broad wooden canopy strip 
running the length of the department, just above the men’s 
shoe section. 

Here Paul displays some 20 “cutouts,” which are actu- 
ally color illustrations of men’s shoes cut from the pages 
of manufacturers’ catalogues. Almost life size, the cutouts, 
spaced six inches apart along the upper canopy, are so 
arranged that the customer, seated in the fitting benches 
along the center of the department, can actually make 
selections from them. 

Since this simple idea went into effect, many men who 
seem constitutionally unable to remember a style which 
impressed them in the store window, can instead sit down, 
glance along the 20 to 25 shoe styles which appear pasted 
to the canopy above and ask to “let me see some like that.” 

Another advantage of the plan, according to Paul, is the 
fact that corresponding shoe styles appear on display 
shelving directly below the cutouts and salesmen need 
only glance at the appropriate cutout to find the matching 
stock on the shelf. This has been particularly valuable 
during sales, the Christmas season, and other rush-traffic 
periods when “extras” are used for selling. 


At one time shoemakers either carried their finished shoes 
from place to place slung over their shoulders when they 
offered them for sale, or they packed them in wooden casks 
which were transported by oxen. 








Ow. . OFFICIAL 

q We aiat® ee LITTLE 
vo oe” LEAGUE 
Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 

cleated soles. 

Half sizes, 1-10, 
standard widths. 


“s 


Also— ‘ \  F.0.8. Boston 
REGULATION 
BASEBALL SHOES 


Sizes 2 to 12..... $3.60 


Athletic Footwear Division 


BERNED SHOE CO. 207 essex street, BosTON 10, MASS. 
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Manutacturing News 





Chicago 


FALL has asserted itself in the Chicago area. Sample 
lines are complete. A few have had trial runs on the road. 
All will be shown at major and regional shows which run 
through the next month. Volume accounts which work long 
in advance, such as the mail order houses, have completed 
their major commitments. 

Factories and wholesalers in this area are rounding out 
a busy, hectic, but highly successful season. The first 
quarter has ended up well ahead of a year ago. Reports 
of sales increases vary from five to fifteen per cent. Im- 
provement is general and reflected in men’s, women’s, and 
children’s shoes in all price grades. However, there is a 
continued strengthening noted particularly in moderately 
priced children’s shoes—these priced to retail for from 
$5 to $6. 

There is much optimism about the second quarter and 
for fall business. But, there are also acute problems, uni- 
versal to the industry. There is the threat of invasion of 
the Teamster’s Union into factories in this area. 

More price increases are indicated, as the hide situation 
becomes more acute. In a recent week cow hides on the 
Chicago market were the highest since 1952 and the sup- 
ply was limited. Use of imported calf appears on the rise. 
This is a situation that evidently is bound to get worse 
before it gets better. 

Many authorities expect it to continue for a year at 
least. So pricing policies are taking up a lot of executive 
sessions. Increases are bound to bring shifting of price 
lines by some retailers. Volume accounts are expected 
either to down grade or up grade. Some may do both. 

Methods of distribution and delivery are being appraised. 
Shipments from instock of special and fill-in orders began 
to pose a cost problem. Increase in parcel post rates means 
retailers, who usually pay shipment cost, are paying a 
premium of small orders. Many manufacturers are trying 
to do their part by turning to other alternatives. Bus 
freight, improved truck service, even air freight are all 
getting consideration. 


Los Angeles 


THE May Shoe Show, new catalogs, and new prices are 
the issues most talked about by manufacturers at the pres- 
ent time. Prices lead all three. Maybe the prices on the 
invoices will be no higher but the rise in charge will still 
be there, concealed by upgrading lower end lines. 

Some of the makers are simply slapping a percentage in- 
crease on all their products. Others have decreased the 
production on their less expensive merchandise and have 
by the use of some different decorations put these into a 
higher price bracket. Anyway you look at it the price 
scale is on the upswing. 

Even with all this increase, seme manufacturers are 
afraid they haven’t jacked their merchandise up enough. 
The skittish hide market with its day to day change up- 
ward has left them in a dizzy whirl. 

Nevertheless, production is going strong right now. The 
demand for spring merchandise reorders has kept their 
machines working full shifts. 

Some interesting new advertising gambits are appearing 
locally, stemming from manufacturers. One is a strong 
promotion by City Club Shoes—a men’s line—which is 
using frequent TV spot commercials. The commercial runs, 
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“You need three pairs of shoes to appeal to that fashion- 
conscious woman in your life.” Rather than pushing City 
Club price, fit, or fashion, the 30 second sell is on the 
need for three pairs of footwear to be socially acceptable. 

This is strong promotion; new in this area is the appeal 
for the traditional “extra pair sale” so often talked about 
by the industry but so seldom an object of direct institu- 
tional level advertising attack. 


New England 


Many New England shoe manufacturers are not as busy 
as they have been. This is regarded as about normal for 
this time of year as shipments of spring and even summer 
shoes have been completed, and fall orders have not been 
placed in any significant volume. 

Trade observers are more convinced than ever that fall 
shoe price lists will have to reflect leather price increases 
more accurately than was the case when the spring run 
got under way. At that time, manufacturers were better 
covered in advance on their leather requirements and were 
able to hold price increases to a minimum. Some applied 
it only to parts of their lines. 

The hike now in prospect, these observers point out, 
likely will have to be across the board if leather is to be 
used. While shoe manufacturers are reliably reported to be 
covered on their requirements until the latter part of May, 
this will not take them very far into their fall runs. 

Men who have made a close study of conditions in the 
hide market see little prospect of lower prices before next 
spring and maybe not then. 


St. Louis 


THE subject of price increases continues to hold top con- 
versational spot with St. Louis producers. Some firms have 
already put into effect upward revisions. As of press time. 
at least two women’s houses are still in the process of 
pricing their fall lines. Indications are that many patterns 
will be up approximately 50 cents at the wholesale level 
over comparable patterns from the spring lines. 

Manufacturers in the area feel that upping the retail 
price may find more than a small amount of consumer 
resistance in stores and departments. Buyers, in turn, may 
find it wise to drop some lines, especially those for which 
the price increase has lifted the brand out of its Jong- 
established price bracket. 

Conversely, other producers report that other apparel 
items besides shoes are slated for higher price tags by 
fall. The consumer will take all of this as a matter of 
course, they say, knowing that her family’s income has 
gone up also, following the general pattern of present 
economy. 

At any rate, manufacturers observe that in spite of 
probable price adjustments, retailers’ best course should 
be to buy in relation to the obvious needs of their customers. 

“The day of the seat-of-the-pants decisions is over,” said 
Ben Edscorn, director of marketing research for Interna- 
tional Shoe Company. Speaking before the Sales Execu- 
tives Association of St. Louis, Mr. Edscorn pointed out 
that firms today are operating as marketing teams, with 
sales personnel, research departments, advertising and pro- 
motion divisions, packaging and distribution segments all 

(CONTINUED ON PAGE 108) 
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U. S. Doubles Footwear Imports in 1958 


(CONTINUED FROM PAGE 53) 


U. S. import duties, ocean freight, or marine in- 


surance. ) 


Among countries exporting footwear to the U. S., 


Japan is by far the leader. Footwear firms there 
sent a record-breaking 11,878,012 pairs to the U. S. 
last year. Next is Italy, which exported 3,067,533 
pairs to the U. S. Third-ranking is the United King- 
dom, which exported 1.592.759 pairs to the U. S. 


U.S. FOOTWEAR IMPORTS OTHER THAN RUBBER 1958 - (Preliminary) 


Sheet 3 of 3 





MEN'S & BOYSs' 
Turn or turned 
Ftw. exec. boot & shoes turned 
McKay sewed 
Welts 
Moulded soles laced to uppers 
Not Elsewhere Specified 


TOTAL MEN'S & BOys' 
WOMEN'S & CHILDREN'S 

Turn or turned 

Exc. shoes turn or turned 

McKay sewed 

Welt 

Moulded soles laced to uppers 
Cemented 

Not Elsewhere Specified 


TOTAL WOMEN'S & CHILDREN'S 
Infants' & Children's 

Slippers for housewear 

Moccasin Indian Type 

Huaraches 


Skating shoes, McKay sewed, 
skates attached 


Shoes & other ftw. leath. soled 
textile uppers 


Alpargatas, upper C.V. veg. fiber 
Alpargatas, Not Elsewhere Specified 


Shoes & other ftw. uppers & 
soles of wool felt 


Shoes & other ftw. uppers of veg. 
fiber exc. cotton 


Shoes & other ftw. textile 
uppers, Not Elsewhere Specified 


TOTAL 
GRAND TOTAL 


Average price per imported pair 





87,313 


13, 769 
101,082 


157,128 


Mexico 


$1,059,770 $ 39,616 


101,295 6,097 


1,161,065 45,713 


19,143 


384, 749 
38, 062 


441,954 


355, 297 
355, 297 


515,349 | 454,252 


11, 335 12,635 


526,684} 466,887 


$1,603,019 889,294 | $873,398 


$10.20 $0.98 














194, 466 | 
194, 466 


216, 546 


29,755 
5, 808 
88,611 
132,095 
12,962 
300, 371 


569, 602 


59, 360 
2,276 
104, 508 
925,950 
24,911 
371,916 


1,488,921 


35, 385 
120 
3,561 
17,334 
5, 850 
27,478 
361,258 


450,986 


39, 735 
187 
14,555 
164,018 
17, 868 
145, 540 
683, 563 


1,065, 466 


245, 750 
245,750 


27, 252 29,665 


159,044 212,048 
78, 747 50, 426 


43,521 40,637 


3,278 13, 152 





225, 486 262,394 


34, 088 50, 103 


9,067 10, 848 


5,374 9,924 


97,077 118,215 


52,319 30,134 


735, 253 827,546 


$262,001 1,755, 841] $3,381,933 


$1.21 $1.93 














SOURCE: 


Leather, Shoes and Allied Products 
Div. Business & Defense Services 
Administration Department of 
Commerce 





Tanners List Golf Winners 
PALM BEACH, FLA. — Martin 
Greenbaum of Middleburg Tanning 
Corporation has been awarded the 
President’s Trophy for the best 36- 


&4 


hole net score in the Tanners’ Coun- 
cil’s annual golf tournament, a fea- 
ture of its annual meeting here. The 
prize for low gross score for 36 
holes went to Ear! L. Peirce, A. F. 
Gallun & Sons Corporation. Win- 


ners in the women’s events were 
Mrs. D. E. Rose, D. E. Rose & Com- 
pany, with low gross for 36 holes, 
and Mrs. D. Fermon, Fermon Leath- 


er Co., Inc., low net for 36 holes. 
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Big profits in dry feet... 
with SHOE SAVER 


He Vow Coming. SUICOWE Laas Ptatrratire and Wile Kyattoree- 


Offer your customers the best way known 
to keep feet dry and shoes comfortable 
. . . SHOE SAVER . . . then watch the 
extra money roll in! SHOE SAVER offers 
a big 40% profit . . . sells fast because 
everyone who walks into your store is a 
natural prospect for this easy-to-apply 
silicone that protects footwear. Just 
display SHOE SAVER on your coun- 
ter — mention it to your customers — 
and cash in! 


4 oz. bottle . . . . retail $1.00 


(packaged in attractive counter display carton) 


12 oz. can. . . retail $1.95 


new seasonal 
counter displays 


FREES 


Attractive new counter displays 
depict SHOE SAVER doing its job 
during all seasons on different types 
of footwear . . . hunting boots, ski 
boots, golf shoes, dress shoes. Tie- 


. . / 
in perfectly with SHOE SAVER’S nationally > 2 pate 
national advertising. Additional d ; d ' Os i 
point-of-sale aids also available at advertise 
* 

no charge. consistently = Field ¢ Stream 
. SHOE SAVER advertising in fore- 
most national magazines con- D 
tinues to pre-sell your customers. tguit- 
Dow Corning Get the most out of this promo- 

tion . . . display SHOE SAVER 


CORPORATION — prominently. Order from your SPORTS 
F . sly ILLUSTRATED 
MIDLAND. MICHIGAN — findings distributor now! 


April 15, 





--- your profits 
CLIMB with 


GODING 
BOOTS 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
...a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 

That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 








Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 76) 


happy that I was able to assist you 
in a small way by inserting mate- 
rial in the Record so as to draw 
public attention to your efforts. 

“You may be sure that I will fol- 
low the FTC investigation closely, 
and that I will forward to you as 
soon as possible the information 
sent me by the Commission.” 

Outlook: Shoe labeling is down, 
but not out. The issue is alive, but 
dormant for the time being. Ef- 
forts to defeat it should not be re- 
laxed. 


A new drive to stem the tide of 
unbridled expansion of military ex- 
changes in competition with tax- 
paying private merchants is build- 
ing up. 

In the first phase, a group of 
merchants has appealed to the chief 
of the military exchanges (PXs and 
BXs) to order all so-called list 
prices removed from goods before 
they’re sold to servicemen. 

They point out that this would 
take some of the sting out of ex- 
change discounting. They also 


after all... 
THERE ARE 
ONLY 10,000 
SEATS 


available. So let us know now if you 
want to be with us on May 1, 1959, for 
Atlanta's greatest event since the 
G. W. T. W. premiere. (Only Rhett 
Butler and Scarlett O'Hara will be 
missing.) ... Construction Day cere- 
monies for the Atlanta International 
Coliseum and Merchandise Mart. This 
$20,000,000 project includes the na- 
tion's biggest coliseum, an 11-story 
ultra-modern mart, and a 608-unit mo- 
tel (the world's biggest). National and 
international celebrities and digni- 
taries, colorful ceremonies. Seats will 
not be sold... but they must be -re- 
served, for 10,000 only. Write or call 
today! 





SOUTHEASTERN 
MERCHANDISE MART, INC. 


680 W. Peachtree St., Atlanta 8, Ga. 
Phone TRinity 3-2541 


point out that fictitious and decep- 
tive list pricing is so wide-spread 
that the Federal Trade Commission 
is cracking down. 

An effort will be made to insert 
in the annual military appropria- 
tion bill a provision prohibiting any 
federal money for exchange build- 
ings, light, heat or personnel to end 
subsidization of these operations. 

Begin now collecting concrete ex- 
amples of damage you’ve suffered 
from this subsidized competition. 
(With military bases across the 
country, all merchants are af- 
fected.) Be ready to use these ex- 
periences to back the drive to curb 
exchanges next year. 


Worry over inflation causes the 
Senate to vote a new $200,000 study 
of the problem. But there is serious 
doubt here as to whether or not the 
Congress or the Administration sin- 
cerely wants to knock off inflation. 

There is plenty of evidence that 
many politicians would rather keep 
a carefully-controlled measure of 
inflation going. An average two 
per cent creep in wages gives the 
illusion of prosperity to wage earn- 
ers, they believe. Also, inflation is 
a good political football. You can 
always blame it on your opponent, 
and holler about what you'll do— 
if re-elected—to end it. 

Senate Majority Leader Lyndon 
B. Johnson has talked his colleagues 
into voting $200,000 worth of soul- 
searching on the subject of infla- 
tion. He calls the problem “second 
only to the issue of national sur- 
vival.” 

Even before the new Senate study 
got off the ground, however, Mr. 
Johnson voiced the opinion that the 
Eisenhower Administration — not 
the Congress—is to blame for in- 
flation. It’s all due to rising inter- 


(CONTINUED ON PAGE 88) 
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FREE ,,¢: BOOKLET! 


“How to Dye Fabric Shoes” 


EVERETT & BARRON CO. 
166 Valley St., Providence, R. 1. 
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TRADE MARK OF CURTIS-WRIGHT / 


EXCELLENT INSULATION — SUPERIOR CUSHIONING 


Here's your bonus in work shoe sales! Your customers will IMMEDIATELY feel the 
difference. The foot rests on deep, springy, INSULATED cushion, leather covered, to 
make walking and working a pleasure. You can always rely on ANWELT ... for first 
quality sturdy work shoes. Your customers appreciate their built-in quality and prices, 
especially the Barbour Stormwelt. 

- These features can be built 


into CUSHION-TRED - 
MAGICUSHION - GRANGER 


and CHICASAW - 
All brands carry 


BARBOUR STORMWELT 


as demanded by our dealers 
... to make greater VALUE, 
LONGER WEARING and 


BETTER LOOKING work shoes. 
ba. 





( New RIB cork cHICASAW 
SOLES IN BROWN AND PUTTY 
TO MAKE WALKING LESS EFFORT 
— ADDING CURON CELLULOR 


- INSULATED AGAINST COLD — 
Magilaryel SHOES —|_ CUSHION INNERSOLE 
ae > a 
for Better Value 


PATENTED 


SOLID LEATHER ce Longer Wear 











ANWELT SHOE MANUFACTURING CO. 


157 Cle GwHO Rw Se. . FITCHBURG, MASS. 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 8&6) 


est rates, set by the Federal Reserve 
Board, Mr. Johnson believes. Sig- 
nificantly, he glosses over such ob- 
vious inflation-builders as federal 
spending in excess of revenues, 
wage increases not backed by gains 
in productivity, and monopoly con- 
ditions imposed by certain unions. 

Sen. Paul Douglas, D., IIl., will 
direct the inflation study. 

The government has killed a pro- 


posed 15 per cent rise in Railway 
Express shipments from stores to 
customers. The higher rates were 
to have gone into effect March 23. 
But the Interstate Commerce Com- 
mission, acting on protests from the 
National Retail Merchants Associa- 
tion and the American Retail Fed- 
eration, told Railway Express to 
hold up on the new rates for seven 
months. 

In another action, the ICC re- 
cently reaffirmed its refusal to al- 
low a 3% per cent rise in all Rail- 
way Express rates. 





Jo EIT, 


quality tree for 


men women 
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the superlative 
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in shoe trees 


for men 





Labor officials are going to try 
hard to stop—or at least to slow 
down—the moving of plants away 
from strong union areas. And the 
same is true for the moving of de- 
partments or divisions of compa- 
nies. 

Moving departments or even 
whole plants to low-cost areas is 
simply a means of survival to many 
firms. In moving southward or 
westward, lower cost can usually be 
found for real estate, rent, labor, 
and taxes. And new plants, new 
machinery, are clearly more effi- 
cient than the old. Lower unit costs 
for each pair of footwear is the re- 
sult. 

But the unions will fight these 
moves. Here’s how: They’ll demand, 
in some contracts coming up for 
renewal, that firms planning to 
move out of strong union areas of- 
fer to take along all union members 
who want to go. All moving costs 
would be borne by the company. 
And workers who elect not to go 
should receive generous severance 
pay, the unions demand. 

The result could be a major slow- 
down in plant removals. 


Brighter Polish Picture 
(CONTINUED FROM PAGE 55) 


you speak with confidence. Most 
people will listen with real gratitude, 
and they will buy.” 

But canny polish men like Jim 
Mahoney are not confined to the 
Philadelphia area; they are wher- 
ever you find them. Reports from 
equally successful merchandisers in 
Littleton, Colo.; Providence, R. L.; 
St. Louis, and Chicago, follow. 

“A casual, subtle approach with a 
positive statement will sell shoe 
polish and dressings, but you can’t 
high-pressure a customer into buy- 
ing polish.” This is the advice of 
John A. Wallace, manager of Wal- 
lace’s Shoe Store, a family unit in 
Woodlawn Shopping Center on the 
edge of the small city of Littleton, 
Colo. 

Mr. Wallace speaks facts, for he 
contends that a family shoe store 
can sell enough polish to pay for 
part of his overhead, including gas, 
telephone and electricity. 

“You can oversell in shoe dress- 
ings, so you must watch for your 


opportunity to present the polish,” 


(CONTINUED ON PAGE 90) 
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BACK-TO-SCHOOL 
DAYS... 


are active, on-the-run days. 
Happy dress-up days, too! 





See the new complete Fall-Winter ‘59 BEAU- 
TIES and BEAU-TEENS . . . Sport Casual and 
PARTY shoes for Infants through Growing 
Girls and Teens . . . at Sheraton-McAlpin 
Hotel, New York, May 3-7, Rooms 571-573. 
Also showings at all regional shows. Write for 
Fall-Winter Catalog and name of nearest 
representative. 


NEWMARKET, 
NEW HAMPSHIRE 


ST. LOUIS SALES OFFICE: Room 200 ¢« 503 N. 12th St. * St. Louis, Mo. 


April 15, 1959 





Brighter Polish Picture 
(CONTINUED FROM PAGE 88) 

Mr. Wallace continued. “We find it’s 
best to keep the polish in attractive 
displays near the cashier’s counter; 
then as the customer gets his shoes 
and sales slip, the polish will be an 
‘impulse’ sale.” 

Mr. Wallace and his salesmen 
never say to the customer, whether 
man or woman, “How about some 
polish today?” but they lead into the 
extra dressings sale by saying, “I 
guess you’re wondering what you’re 
going to use to keep this finish— 


or this color—like new.” Or “If you 
want your shoes to look nice, put the 
shine on them before you wear 
them.” These statements lead into 
selling polish at once, Mr. Wallace 
said. 

A complete stock of shoe dressings 
is also essential. Wallace’s sell 
Esquire and Cavalier. A top seller 
is Silicone at 98 cents a bottle, for 
Mr. Wallace said that he seldom 
sells a pair of cowboy boots without 
selling a bottle of boot waterproofing 
and socks to go with them. New 
colors for both men and women, and 





FOR WOMENS & CHLDREYS 
BRANDED SHOES in 
FACTORY CUSE-OTS, SHNPLES 


79-81 READE ST. 
NEW YORK7,N.Y. 


Address a 


WOrth 


Cable one 


ALBARISHOE 











LOOKING FOR SURE 
TRADE ATTRACTIONS? 


Whether yours is a big opera- 
tion or a single unit, the quality 
of shoes and the price appeal 
that characterize BARIS' exten- 
sive stocks will certainly interest 
you. Come early and you'll be 
thankful. 


P.P.S.S.A. 


N. Y. TRADE SHOW BLDG. 
2nd FLOOR BALLROOM 
May 3-7 


In attendance: A. L. BARIS, 
S. SALANT, K. DOLGENOS, 
1. GRAF, M. FRIEDMAN 


SOUTHWESTERN SHOE 
TRAVELERS' ASSOC. 


DALLAS 
ADOLPHUS HOTEL 
Room 1010; May 10-13 


In attendance: S$. SALANT 

















| this store follows. 
| must look as if he is taking care of 
| his own shoes and is required to 
| have constant shines. 





especially the new browns in men’s 
shoes, require a polish or dressing 
for every color. He fills in his stock 
every two weeks regularly. 

“In our stores, polish these days 
sells better than hosiery and will 
make for bigger profits, for it’s one 
field in which the supermarket can’t 
compete in all the colors and kinds,” 
Mr. Wallace said. “I make sure I 
have a dressing for every type of 
shoe I buy.” 

Displays in windows are leaders 
to polish selling, according to the 
Wallace motto. Customers see a new 
shee in a new color in the window, 
but alongside the shoe is the dress- 
ing for it. 

Then there’s one more rule that 
Every salesman 


“Even kids 


notice the shines,” Mr. Wallace 


| said, and ask for waxes and dress- 
| ings for scuff protection. 


The seven-store chain of Modern 
Shoe Stores, Inc., Providence, R. I., 
finds dressings the most profitable 
item in the findings group. Its 30 
full-time salesmen sell polishes as 
consistently as they seM footwear. 

“We sell about one dressing item 
for every four pairs of shoes,” says 
Edward A. Myers, manager of Mod- 
ern Stores’ Washington Park store 
and buyer of dressings for the chain. 
“The volume increases each year, 
and people become more conscious 
of the need to use these products. 

“We sell dressings on a straight 
markup without price discounts, pro- 
motion, or advertising. 

“We concentrate on one fast-sell- 
ing brand to keep the polish fresh 
and to obtain quantity discounts. 
We place orders at least four times 
a year, buying in substantial quan- 
tities. Stock turns almost four times 
a year and gives us a 38 per cent 
gross markup. 

“Our polish business comes mainly 
from our incentive system. The com- 
pany pays each salesman five cents 
for each dressing item he sells. We 
have been doing this for quite a 
number of years, and it works out 
very well. It keeps salesmen alert 
to tell each customer the benefits of 
using a good polish. 

“There are many uses for shoe 
dressings. Too many people think 
polishes are necessary only to give 


(CONTINUED ON PAGE 92) 
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They’// take your 
customers by storm! 


drizzle boots. 


new faille line for ’59 


Here’s the fashion boot that’s being 
advertised in magazines, newspapers 
and on radio in key markets all across 


the country! 

Northwestern Shoe Travelers Show 
April 25-28 
ms Washington Hotel Here’s new beauty in fashion-right 
Room 1314—Seattle 

faille for ’59! 
West Coast Shoe 
Travelers Show 
May 17-20 
Alexandria Hotel—Room 440 It’s the BLUE RI BBON BOOT 


Los Angeles 
with all-new ‘‘frog’’ fasteners for sure, 
snug fit—the beautiful fit that’s 


popular with women everywhere. 


Order now...your customers will be 


storming in for the 


BLUE RIBBON BOOT! 


Also available in #301 to fit Low 


and Cuban Heel. 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA 


IN NEW YORK: 5701 Park Avenue 
West New York, New Jersey 


IN CHICAGO: Airo Supply Co., 2732 North Ashland 
OR CALL YOUR NEAREST WAREHOUSE OR JOBBER 


April 15, 1959 





Brighter Polish Picture 
(CONTINUED FROM PAGE 90) 


the shoes a shine. But polishes pro- 
mote cleanliness, condition the 
leather or the material, bring out 
the original color, and help to water- 
proof the shoe. Polishes also help 
to keep the shoe leathers and mate- 
rials from staining and from dam- 
age. By paying a bonus for the sale 
of each polish item, our salesmen 
present these selling themes to each 
customer.” 

Polishes are displayed in all stores 
on a manufacturer’s stand placed at 
the cashier’s counter. 

The suburban Clayton branch of 
Famous-Barr Company, St. Louis 
department store, does a consider- 
ably better than average job of mov- 
ing shoe polishes and dressings. And 
in this case merchandising and 
method of display have almost no 
bearing on the volume. 

Cans, bottles and polish products 
of varied kinds are lined up in a 
plain ordinary wall rack, completely 
devoid of any attention-getting mo- 
tion devices or flashing light bulbs. 
The counter display of polish is mat- 


ter-of-fact, neat and orderly, but in 
no manner can be called attention- 
getting. 

The secret behind Famous’ polish 


John A. Wallace of Littleton, Colo., uses 
portable shoe dressing displays in his 
family shoe store, keeping the stock as 
up-to-date as his shoe stock. 


sales appears to be the training of 
the personnel. A gracious, smiling 


young lady behind the counter can 
—and gladly will—tell customers 
how to keep their footwear looking 
new. When a _ customer makes 
inquiry, the salesgirl lines up several 
products, all compounded to ac- 
complish somewhat the same result, 
and then proceeds to tell the custo- 
mer just exactly why one polish will 
do a better job on the problem-shoes 
than the others she has available. 

She explains happily to customers 
that for the new lustre leathers, a 
new leather balm won’t cut the fin- 
ish of the leather. Since it is neu- 
tral in color, this dressing can also 
be used to good advantage on white 
shoes, especially white spectators, 
where keeping polish off the colored 
trim is important to a professional- 
looking shine job. She tells custom- 
ers that the same product will clean 
up last year’s handbags, and is just 
wonderful for leather sports car 
coats, caps and berets. 

The next customer wants “some- 
thing to clean the spots off the suede 
part of my new beige suede and caif 
combination pumps.” She gets a full 
run-down from the smiling salesgirl, 

(CONTINUED ON PAGE 94) 
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TRADING OFFICE 
POLAND 


TENNIS SHOES 
TEXTILE-RUBBER FOOTWEAR 


Top Quality » Assorted Colors » Machine and Hand Made <- 


WRITE FOR 
INFORMATION 


COMMERCIAL COUNSELOR 


POLISH EMBASSY 


AND SAMPLES 7125 LEROY PLACE, N.W., WASHINGTON, D. C. 
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NATIONALLY ADVERTISED IN LIFE AND ESQUIRE 


YORKTOWN HAS EVERYTHING 
YOU NEED FOR A 


BIG 


FALL-WINTER SEASON 


Style 2051 Style 2033 Style 7907 
Black Black Black 
Style 2034 9 
Tan 


Style 7908 
Deep Brown 


le 7971 
Black 





Style 7972 
bs Brown 


= 


EDT 
"RE CORDIALLY INVIT 
vou RT TOWN AT THE SHOE S 


vi 
A. Show orker ee? 
P.S.S.A- ‘ 
caauet 50 


135 STYLES FOR MEN, AA-EEE; 6-14, $10.95-$15.95 retail 
25 STYLES FOR BOYS, A-EE; 24%-7, $8.95-$9.95 retail 
io Show, VE 
Seumbus, Ohio.-- May 
Southeastern Show 
Atlanta, Georgia - -- 
Southwestern Show, : 
Dallas, Texas ae 
pennsylvania SOW « _— 
i rgh, Pa.--: 
jot Shoe Fair, sept — 
bevel aaah vt parker House, Room 342 
England ow, apes 
eats Mass. --° May 1 


West Coast Shows , — FOR MEN AND BOYS 
ingham & Hech ew Washington 

— e washington och 

Seattle, 

1 96- ht 
ones nh co. — Buckingham & Hee 
a7 ‘So. LOS — St ay 17-20 

alif..-- 
Los Angeles 





* 


THREE GENERATIONS OF FINE SHOEMAKING 





Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Soinit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
April 15, 1959 
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Brighter Polish Picture 
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who cheerfully reports that the 
suede s~ray bomb offers a fine solu- 
tion tv this problem. The salesgirl 
tells the customer how the spray 
seems to dissolve greasy areas from 
the shoes’ light-colored suede part 
without spotting the smooth part. 
She explains how this cleaner is 
suitable for all colors of suede, how 
it lifts the nap, doesn’t leave spot- 
rings, on and on ad infinitum. 

The human element—a_ well- 
trained, well-informed, pleasing- 
mannered sales person—appears to 
be able to take merchandising credit 
for Famous-Barr’s good volume of 
polish and dressing sales in its Clay- 
ton store. 

Wide selection, effective display, 
suggestive selling are all factors in 
gaining good profits from shoe pol- 
ish sales. Good examples in prac- 
tice are noted in the Chicago area. 

Polishes are regarded as a big 
part of the extra item business at 
the B & K Shoe store, 4334 N. Cen- 
ural, Chicago. This is a_ well- 
rounded family shoe store in an out- 


lying neighborhood. 

Polishes are sold in an average of 
two out of three sales, Joe Goldstein, 
manager, reports. Total polish sales 
volume runs from $150 to $200 a 
month and stock is filled in at least 
twice a month. 

Attractive displays are spotted 
throughout the store. Practically all 
polishes carried are shown at the 
handbag and accessory cecunter ad- 
jacent to the cashier. In addition, 
good selections are spotted near fit- 
ting stools, and along with regular 
shoe displays. 

There is also a complete display 
in the children’s department. Mr. 
Goldstein regards children’s shoes as 
offering one of the best potentials 
for related polish sales: “Practically 
every sale of children’s shoes should 
bring a polish sale. This includes 
polishes for patent leather, polishes 
that prevent scuffing, water-repellant 
treatments, and, of course, white 
cleaners. The latter should always 
be suggested with infants and small 
children’s shoes.” 

The majority of the sales come 
from suggestion by the salesmen. 
Each salesman brings the proper 


FLIP 
TO OPEN! 


SNAP 
TO CLOSE! 


polish to the customer at the fitting 
stool and explains its purpose and 
how to use it. “This is important,” 
Mr. Goldstein points out. “Custom- 
ers are inclined to think polishes 
may be too much trouble or ‘messy.’ 
It’s up to the salesmen to make a 
point of the fact that shoes will look 
better and last much longer if given 
proper care.” 

Polishes are regarded as highly 
important in men’s shoe merchan- 
dising. Massagic Shoes, with a 
downtown store at 224 S. Wabash, 
keeps a selection of polishes and 
waxes at the cashier desk. Here it 
is found that men are often more 
conscious of shoe care than are 
women. It is found to be a simple 
matter to sell polishes by suggestion. 
The selection includes waxes, sprays, 
saddle soap, and a variety of creams. 
Brushes and applicators are also 
available and move well. 

The chain shoe stores have long 
been leaders in merchandising pol- 
ishes in good volume. The Kinney 
Shoe Store, in a new shopping cen- 
ter at Harlem and 22nd Street, in 
suburban Berwyn, is an outstanding 

(CONTINUED ON PAGE 100) 


setting sensational 
sales records from 
coast to coast = 
border to border! 


BILLY SIXTY 


StiKin 


ADFUSTABLE 
for men and women 


fastener 
This revolutionary new bowling shoe 
makes all others obsolete! Made from 
the finest select leathers, including 
brushed buck — light, durable and 
nail-less construction. Available at a 
popular price in a complete line of 
sizes, styles and colors. 


complete line available for showing now! 
GREAT LAKES SHOE CO. OCONTO, WISCONSIN 
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Gallun 
ls Coyeteavexoyenle 


Calt 


SHOE COURTESY OF A. E. NETTELTON 


has the fashion world buzzing smartest of all contemporary 
leathers is Honeycomb Calf by Gallun, a fashionable favorite with a decidedly 


popular texture and fine “temper” — mellow and well-adapted to shoe construction. LEATHERS 


Available in black and a complete range of colors, Honeycomb will perk up your shoes aeiny Sicscig 


— and your sales, / A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


April 15, 1959 





Styling Directions in Men’s 
Fall and Winter Shoes 
(CONTINUED FROM PAGE 49) 


treme Continental and American 
classic types. Apparent, is the fu- 
sion of each in a broad middle 
ground which uses styling charac- 
teristics from each side. 

The “Blend” is noticeable in all 
the elements of shoe styling and 
construction: lasts, edge trims, de- 
tailing, leathers, colors and textures. 

Significant of the strong contri- 
bution of American styling features 
is the renewal of the wing tip. Well 
represented in three or four eyelet 
bluchers—and some bals—the wing 
tip is freshened and light looking. 

One interesting model uses stitch- 
ing alone to define the wing line. 
Another uses a fleur-de-lis perf on 
an otherwise plain toe. 

Straight tips are stronger for 
1959. The traditional American im- 
pact this year may be measured by 
the return of this popular style note 
which in 1958 failed to place a 
single shoe in the BOOT AND SHOE 
RECORDER fall and winter showing. 

The foreign inspired square toe, 
last year reportedly totaled slightly 
over five per cent of all U. S. men’s 
footwear. It was largely confined to 
high fashion lightweight dress 
shoes and hand-sewn casuals. 

Authenticated by such recognition 
in fashion lines, the square toe in 
1959 is a highly promotable feature 
that deserves more attention in pop- 
ular price footwear. 


Surface Interest in Leathers 

The increased surface interest in 
fabrics for fall has created more sur- 
face interest in leathers. Men’s suit- 
ings have acquired a dimensional 
look; they have almost an ingraining 
in the weaving. Although still dark, 
the colors have taken on new rich- 
ness by interweaving wool yarns in 
brighter ranges. 

While black remains the top shoe 
color the new fall fabrics have moti- 
vated the development of burnished 
browns with golden undertones—a 
fall and winter promotional feature. 

The burnished browns were cre- 
ated to wear with the medium-to- 
dark-tone in men’s suits. They re- 
quire no additional staining to 
achieve the desired patina but may 
be worn immediately. 


9 


The accent on brown footwear is 
also pointed up by the importance of 
suitings which may either be dressed 
up or dressed down, such as Glen 
Plaids, Houndstooth Checks, Flecked 
Tweeds and Textured Worsteds. 

The “brown” browns are sstill 
rising, notably in shades variously 
described as Oak, Havana Leaf, or 
Coffee Bean. 

Brown with black — brown shoes 
touched with black trim—is_ the 
fashion theme for the men’s unified 


ee eae 
SE 


year, is expected to become even big- 
ger. 

Novel patterns such as the pillow, 
swirl, and center seam are impor- 
tant. Three and four eyelet bluchers 
with hand sewn foreparts have won 
a place for themselves among styles 
compelling to the buying public. 

However, treatments such as the 
Guantone or pizza stitch, and the 
fiddle shank, while ingenious in 
themselves, have remained largely in 
the novelty class. 


Something of a styling explosion has been accomplished by the chukka 
boot. L. to R., Carter; Wolverine Shoe & Tanning Corp.; Danvers Shoe Co., 
Inc.; John Addison Footwear, Inc.; Jarman; Clarks of England; E. E. 
Taylor Corp. 


promotion next fall; it was selected 
by the National Shoe Institute Men’s 
Promotional Committee. 

The textured look in shoes, called 
for by the textured look in fabrics, 
is evident in the growing importance 
of briar grains or prints, boarded 
textures and brushed leathers which 
are infiltrating men’s street and 
dress styles from the campus. 

A “sleeper” style in leathers that 
may become highly promotable is 
reptile. The pronounced surface 
character of these leathers com- 
mands instant recognition and pro- 
vides a character all its own. Should 
alligator, lizard, or snakeskin leath- 
ers click with the consumer, a profit- 
able promotion would result. 

There are a number of outstand- 
ing specialty treatments in fall and 
winter shoes, notably in their detail- 
ing. The California seam, big last 


It is hard to overplay the brushed 
leather, bouncey soled, plain toe 
types for young men. Prespects for 
fall indicate a further increase in 
volume. Colors include the famed 
dirty buck, white, and gray. Gray 
has provided further impetus by 
broadening the color span. 

The dress casual, still in evolution, 
is providing the most exciting new 
treatments for the fall and winter 
season. Plain toe, swirl, and smooth 
and grain combinations — still top 
sellers themselves—are yielding the 
limelight to imaginative applications 
of straps, both decorative and func- 
tional. 

This trend is lending itself to an 
array of patterns unusually adapt- 
able to the finer points of the boot- 
makers’ art. Ingenious stitching 
techniques are seen. Treatments 

(CONTINUED ON PAGE 106) 
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BEST VALUE IN THE SHOE INDUSTRY 
TODAY . . . WITH A LONG PROFIT 
FOR YOU! 


Only $485 (Men) 
$450 (Boys) 


During the PPSSA Visit us 
at 534 Marbridge Building 





4 IN-STOCK STYLES FOR MEN AND BOYS FOR MEN 


#4902 BROWN, smooth leather 


FOR IMMEDIATE DELIVERY #4972 BLACK, smooth leather 


Sizes 6 to 13 





Lasted on Sebago’s famous #902 style for unbeatable value, here's a scare ene 
smart new “‘slim’’ that outstyles, out-comforts and outwears shoes retail- syste GRU, anestte tetas 
ing for dollars more! Unbelievable? #7972 BLACK, smooth leather 


Sizes 3 to 6 
CHECK ALL THESE LUXURY FEATURES: 
e Meticulous machine-stitching by skilled Maine craftsmen 
Mellow-rich, hand-rubbed leathers Free Mat Ads and other 
Soft Kemblo foam cushioning Sales Aids available. 


oe 
© Steel arch-support Send for complete catalog and 
e 


Crown Neolite sole prices on America's Fastest Grow- 
ing Line of Moccasins. 











NOW ... CHECK YOUR LOW, LOW COST! 


You'll agree this is the most terrific buy in footwear . . . the style to SELL U.S. Pat. #2665504 
this season . . . and for seasons to come! 


SEBAGO-MOC COMPANY _westsrook, MAINE 


New York Office: 534 Marbridge Bldg. 
Made in Canada by Canada West Shoe Mfg. Co. Lid., Winnipeg, Manitoba 
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ARREAR VIEW MIRROR 
A Connecticut businessman has obtained fairly good results 
with a stationery device. He has two sets of billing sta- 
tionery printed, identical with one exception. For customers 
who are highly delinquent in payment, there is a quotation 
at the bottom of the bill. It is from the New Testament: 


Romans. “Owe no man anything but to love one another. 
He finds it gets attention and practically no resentment. 
While the results are not dramatic, he estimates a twenty 


per cent improvement in hastening payments. 
* * * 
If they ever tax people on their speech, some will have 
a mighty big gas bill to pay. 
* 8 # 
Competition may be the life of trade, but it is the death 


of profit. 
* * * 


No man is a hero to his wallet. 
Sells hard = —= 


A 6 484 6 In the 6th century it was customary for the European 
all day at Ce . a young lady to present her fiance with a handsome pair 
| of shoes that she had made herself from the finest soft 
leather she could obtain. Then the footwear was decorated 

with delicate embroidery. 





The shoe is the subject of many of our pet proverbs. 
Everyone knows “where the shoe pinches” and “the shoe 
is on the other foot.” Then there’s the one about the 


then pitches | soldier who “dies with his boots on” and the other con- 


= cerning the shoemaker whose “children go without shoes.’ 
in to hel on The French say a man is “in his slippers” when he ap- 
| pears embarrassed, and to amass riches is to “stuff one’s 


inventory ! 


FIRM NAME 


C IAG 4846) > 


sabots with straw.” 











ees vine THE 
ie DALLAS FALL SHOE FAIR 


Prints your cost in code 


Prints selling price. : May 10, li ; | 2, | 3, 1959 


THE LARGEST REGIGNAL SHOE FAIR 


Monarch Price-Marking tickets and label d the d 
helping shoppers, “nudging” sciiidies da tdiein oe. OVER 900 LINES 


tomer confidence, and making sure each Peg DISPLAYING IN FOUR HOTELS 


sale is at the correct price. After hours, at 
i t ti , they’re just luable— 

ssid: seeiaatniiamiataas semaine? ita it P ADOLPHUS, BAKER, SOUTHLAND 
quick, i Si isual stock trol ] 

tips vee SiMaBene Millen giete. | <= AND STATLER-HILTON 


Model 20 (at right) price-marks String Tags, Gummed 
Labels, Pin Tickets, and pressure-sensitive Senso Labels. 


Write t 
--====Fill out and mail coupon for information <= UR 
The MONARCH Marking System Co. pcp arg 


216 South Torrence Street, Dayton 3, Ohio SOUTHWESTERN SHOE TRAVELERS ASS'N 


Without obligation to me, please send information on Model 20 Dial-A- 


Pricer, and sample labels. 
: ROOMS 215-224 Southland Hotel 


NAME 


STORE NAME Dallas 2, Texas 
ADDRESS 




















POST OFFICE 
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- . saurigis 7G & A Sui A yw ~ ' 
2 2QVOOO ssaunes YARDS OF WINDOW SPACE 
TO DISPLAY A PAIR OF SHOES TO EACH MAN WHO KNOWS ABOUT MOC-ABOUTS ! 


re THATS WHAT IT WOULD TAKE TO SHOW PATTERNS 
TO ALL THE |1,000,000 MEN MOC-ABOUTS SELLS 

TO YOU ROUND THE CALENDAR . THROUGH ONE OF THE 
BIGGEST NATIONAL PROMOTIONS IN THE FIELD, 
MOG-ABOUTS RUNS A NEW AD EVERY MONTH..-IN 
ESQUIRE , ARGOSY, TRUE ANDPLAYBOY. AND THAT 
MEANS 4OUT OF EVERY 6 MEN IN YOUR TOWN 
HAVE THE MOGABOUTS STORY BROUGHT STRAIGHT 
TOTHEIR DOORS - IN ORDER TO BRINGEM 
STRAIGHT TO YOUR STORE! 


ReGisTéR | mn c 
HERE YOUNGSTERS REALLY y. 
UY 


Ger AROUND. 


THESE pays 
ON AN AVERAGE DAYA » 
WOMAN SHOPPER WALKS ©” 
APPROXIMATEY EIGHT 
MILES, ..A SCHOOL GIRL 
WALKS IIZ MILES... ANDA 


5] our OF EVERY RETAILERS AT THE GROWING BOY ACTUALLY 


Pp COVERS I5 MILES! 
® b> Ss. Ss. A. ‘td 


BOSTON 
ATTEND NO OTHER SHOE SHOW! 1 5 qi 

55% OF U.S. SHOE DEALERS WHO REGISTER AT THE ; | a 

POPULAR PRICE SHOE SHOW OF AMERICA DON'T VISIT ANY 

OTHER. SHOE SHOW. DONT FORGET TO VISIT MOC-ABOUTS 

AT THE HOTEL NEWYORKER, ROOMS 618-619 

MAY 3 TO MAY 7 AT THE P.P.S.S.A.! 

















own ta eet 
“ 


Moc ABOUTS 


ZEYVRWEIGHTE 


THE SAME LIGHT, LIGHT PATTERNS THAT GET THE CUSTOMERS FOOT AFLOAT - 
ALSO GIVE YOU THOSE HEAVY, HEAVY, DOWN TO EARTH WARM WEATHER 
SHOE SALES! AND THE JUNE 1SSUE OF ARGOSY MAGAZINE |S GOING 
TO FEATURE ZEPHYRWEIGHTS AS PART OF MOC-ABOUTS A 
NON-STOP NATIONAL SHOE PROMOTION. 

BE SURE YOU GET ABOARD! 


Moc-Abouts $5.95-8.95 
WOULD YOU BELIEVE IT©° NASHUA FOOTWEAR CORP., 250 CANAL ST., LAWRENCE, MASS. 
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Brighter Polish Picture 
(CONTINUED FROM PAGE 94) 
example. Here it is found that vol- 
ume sales result from a varied selec- 
tion. This means having polishes 
and cleaners for every color in shoes 
and this means an assortment of 
several dozen. It means having 
cleaners for shoes that present spe- 
cial problems, such as mesh shoes, 
fabrics, and bucks. The selection 
includes liquids, creams, waxes, and 
sprays. It also provides self-shine 
polishes and the type that have to be 

buffed. 

Much help can be provided the 
shoe retailer by the polish manufac- 
turer. Such help is provided by the 
Harri Hoffmann Co., of Milwaukee, 
with radio and television spot com- 
mercials. One novel bit of promo- 
tion has been the presentation of 
5000 samples of white shoe polish 
to mothers of new born babies. Sam- 
ples have also been distributed door- 
to-door. 


Classic Simplicity 
in PPSSA Fall Lines 
(CONTINUED FROM PAGE 47) 


day coats with braid, kimona types 
... derived from the Oriental. From 


the Renaissance . . . puffed sleeves, 
high tight sashes. As for the Vic- 
torian ... there were Bertha collars, 
fichus, wide V-decolleté neckline, 
aproned effect skirts. 

Colors, too, emanated from the 
past to influence the present and fu- 
ture. They reflect muted tones of 
yesterday. Next season will be color- 
ful but with a general softness that 
is elegant and flattering. It is the 
look achieved by using mixtures of 
color . . . blending dark and light 
tones, tone on tone or gray with 
color. Spectrum included: Weath- 
ered Wood tone— golden browns, 
greened browns, matte browns. An- 
tique Rubies — bluer-reds and 
browned reds. Heirloom Blues— 
slate and grayed blues of the Wedg- 
wood family ... softer royal and 
brightened navy. Renaissance Green 
—patina of antiquity ... gray- 
greens with slightly blue cast, yellow 
greens in olive tones. Antique 
Amethysts — grayed amethyst tone 

. . reddened shade, deep purple. 
Victorian Grays—anthracite, a deep 
black gray; medium gray, a new 
gray achieved by mixing muted col- 
ors. 

Helen Joseph detailed the shoe 


trends at that February meeting and 
they have become actual fact as re- 
flected in the lines on display during 
the PPSSA Show, May 3 to 7. She 
indicated: “Pumps continue to reign 
supreme. Cutouts, buckles and bows 
will be good and the soft, dressmaker 
detailing such as pleating, draping, 
loop tongues will be complements to 
the softer, more natural look of ap- 
parel. Ties and open shanks will 
continue to play an important role. 
There is some feeling that open back 
patterns will gain ground for early 
and holiday selling. Demand for 
BOOT types continues to grow. This 
category is fast coming into its own 
as ‘fashion’ and next season will see 
low and higher heelboots in a variety 
of well-styled patterns for both sport 
and dress wear. 

“All heights of heels continue to 
stress slimness—with emphasis con- 
tinuing on lower heels—12/8 most 
significant. Stacked heels are get- 
ting more attention and the Queen 
Anne shape is gaining. 

“In leather—grains continue fine 
and delicate. Silky, two-way suedes 
will be strong and will be trimmed 
with smooth, lustre and satin. At 

(CONTINUED ON PAGE 102) 
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THORNE TT 


since 1830 makers of furniture for public use 


write for illustrated material 
THONET INDUSTRIES, INC., 


One Park Avenue, N. Y.16, N.Y, 


SHOWROOMS: New York, 
Chicago, Los Angeles, 
San Francisco, Dallas, 


Miami, Statesville, N.C. 


design 1401 
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Some Forty-Year-Olds are prone to 
look back on the “good old days”, 


WE PREFER TO LOOK AHEAD! 


We look ahead... 


. . . To an ever increasing market, particularly for 
young men’s shoes. 


. . . To new factories and expanded production which will 
provide more shoes for this growing market and more 
jobs for our communities. 


. . . To new equipment and new techniques that will 
benefit our customers as well as our employees. 


. . . To many new customers from America’s many 
independent retailers who are seeking an inde- 
pendent and reliable source of supply. 


. . . To continue our forty year pledge to 
provide independent retailers with 
superior service and a quality 

product at the right price. 


I9I9 to 1959 


Life begins at Forty —the future belongs tothose who prepare for itl 





Valders New Holstein In-Stock Department Raw Material Warehouse 
(In-stock Inventory of over 
100,000 pairs of shoes.) 


NT 
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SHOE COMPAN Y oy Q% 
Zz 
2 


Peer ev ene « SAF tees in 
CALUMET . LAKELINE . CUSHION-FLEX SHOES FOR MEN ; is 


‘Memee* 
NOW IN OUR FORTIETH YEAR OF PROGRESS 
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Classic Simplicity 
in PPSSA Fall Lines 
(CONTINUED FROM PAGE 100) 

fashion levels, there seems to be 
more interest in the smoother nap 
regular suede. Lustre is expected to 
gain ground. Renewed interest in 
gray flannel in apparel will put an 
emphasis on the fabric for footwear. 
Moires, jacquards, satins and velvets 
are expected to figure importantly in 
dressy patterns. 

“Exaggeration in ready-to-wear is 


giving way to softer, more natural 
styling and this influence is being 
reflected in shoe shapes too. Pointed 
toes continue to be important in the 
volume lines. As for the rounded, 
oval toe lasts . . . they are in high 
fashion shoes now and will doubt- 
lessly find their way into the popular 
price grades in a few, well selected 
patterns. They could become the tai- 
lored day shoe . . . with pointed toes 
remaining for dressier patterns.” 
So much for women’s styles for 
fall-winter 1959. The various other 
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NER 
TIE 
White 


The WINNER 
IN-STOCK 6 WAYS 


1460 Black Glove 
2460 Brown Glove 
3460 Bive Glove 
4460 Red Glove 
7460 Beige Glove 
9460 White Glove 


400 Lost 
14/8 Covered Heel 


SIZES STOCKED, ALL STYLES 


AAA6 —10 c4—10 
D4—10 
E4—10 

EEE 4— 10 


B84 —10 





15 Lowell St. 


Cushionized 


Lellaires 


The WINNER Wins in a Walk! 


Feels like a bedroom slipper, yet sturdily constructed for 
long, satisfying wear! Smartly styled; extension sole. Soft 
cork cushioning covers the entire foot; riveted sustaining 
arch assures foot ease and support. 


Write to Department 6 for complete catalog 


P.P.S.S.A. — NEW YORK — The SHERATON-McALPIN 
Rooms 673-675-677 


CUSHIONIZED BELLAIRE SHOE CO. 


WINNER 
PUMP 


The WINNER PUMP 
IN-STOCK 7 WAYS 


1461 Block Glove 
1561 Block Suede 
2461 Brown Glove 
3461 Bive Glove 
4461 Red Glove 
7461 Beige Glove 
9461 White Glove 
12 Last 


14/8 Covered Heel 


PRICE, ALL STYLES 
$6.25 less 2% 





Portland, Maine 





categories were highlighted at that 
meeting and herewith some of the 
details as they will emerge in men’s 
and children’s shoes on display dur- 
ing the forthcoming Popular Price 
Show: 

Men’s — in all constructions the 
emphasis continues to be on the 
lightweight look and flexibility. Moc- 
casin and plug fronts gaining in im- 
portance. Custom brogues and Cali- 
fornia welt seams are expected to 
show good increases. Ankle height 
boot types are coming to the fore 
and wing tips are gaining, due, in 
part, to the increases predicted for 
medium brogue types. 

Black is expected to drop off 
slightly in favor of brown. B and 
B—Brown with Black is the theme 
selected by the National Shoe Jnsti- 
tute Men’s Promotion Committee and 
it will gain momentum as the season 
unfolds. 

In leathers — textured, all-over 
grains continue to be important. 
Smooth leathers are expected to re- 
main good... perhaps gain a 
few percentage points. 

Ripple Soles and similar types are 
expected to continue their popularity 
... even increase. As the Committee 
indicated: Hardware — either func- 
tional or ornamental. Linings—col- 
orful, patterned, fleece, nylon. Boots 
—ankle line—sleek and dressy. 

Girls’ Shoes — Modified tapered 
toes are expected to continue their 
gains. Swivel straps are + 1 in 
school types. Oxfords—saddles, es- 
pecially, are important. Conventional 
saddles are giving way to new treat- 
ments . . . solid colors marked with 
white piping. Black, gray, red, tan 
will be best—in suedes, smooth and 
soft tannages. 

As for leathers and materials— 
gloves and soft tannages are getting 
added impetus from the new interest 
in piped saddles. Nylon velvet will 
be more and more important. 

Sport casual types are steadily in- 
creasing ... keeping pace with the 
growing demand for lightweight, 
flexible footwear. 

In boys’ shoes—stitch and turn ef- 
fects continue to be the most impor- 
tant group. Swirl patterns are 
steadily gaining favor... often with 
pillow treatments. Patterns that will 
gain in popularity will be plain toes, 
step-in patterns, moccasin oxfords. 
Black remains in strong first posi- 
tion. Renewed interest is noted in 
darker shades of brown. @@@ 
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WANT TO REAP YOUR HARVEST OF PROFITS THIS FALL? THEN CULTIVATE THE EXCITING NEW 
GOLO LINE OF GAY, LIGHT-HEARTED FLATS... NOW! PLOWED WITH ADVERTISING POWER... 


MAGAZINES ... PUBLICITY... TRAFFIC-STOPPING DISPLAYS... COMPLETE PROMOTIONAL KITS.. 

TO PLANT THE SEEDS FOR YOUR SELLING SUCCESS. VISIT US IN OUR OWN “SHOWROOMS 
DURING PPSSA, FROM MAY 3RD THROUGH MAY 7TH. OPEN ALL DAY SUNDAY, TOO! a 
GOLO FOOTWEAR CORPORATION, SUITE 925, EMPIRE STATE BUILDING, NEW YORK CITY. 
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Retail Trade News 
(CONTINUED FROM PAGE 65) 


citrus shades (especially melon), 
navy and bone had been unusually 
good. A department store buyer de- 
clared that he was really surprised 
at the interest in navy numbers for 
spring. Black patent continued as 
a stable basic shoe at all stores, and 
there was also some action in the 
new indigo blue and red. 

Heel heights varied from 16/8 to 
23/8. One specialty store manager 
said that the 21/8 heel was his best 


seller, but the 18/8 heel also had 
moved well. There seemed to be an 
increasing demand for the mid-high 
heels. 

One store reported that its delti- 
silks had sold very well with beige 
the best shade. While closed heel 
and closed toe remained the general 
story, there was renewed interest in 
open style shoes too. Napier’s, a 
specialty store, had a window full 
of sling pumps for a special promo- 
tion, and the store reported an un- 
usually good response to it. 

Early interest in casual styles also 





SHOES LOOK NEW LONGER 


LEATHER LININGS 
Kid © Sheep ¢ Lamb 


with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 


DISCRIMINATING BUYERS PREFER 


with Hamel Leather Linings 


Hamel Kid, Sheep and Lambskin Linings 


L. H. HAMEL LEATHER CO. 


Haverhill, Mass. 


World's Largest Tanners of Leather Linings 


SALES AGENTS . . . John T. Quinn, Rochester, N. Y.; John Leavitt & Co., St. Louis, Mo.; 

John G. Freeman Co., Milwaukee, Wisc.; Carson A. Stiles & Co., Ambler, Pa.; William 

G. Blain, Philalelphia, Pa.; Norman Nelson, St. Paul, Minn.; Thos. E. Newman Leather 
Co., Cincinnati, Ohio; Nelson-Roney Co., Los Angeles, Cal. 
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was apparent. Flats sold at one de- 
partment store. At another large 
store there was some action on 
wedgies, mainly leather, in red and 
indigo blue. 

Children’s shoe sales were gen- 
erally ahead of last year at this 
time with considerable activity in 
patent leather dress styles for girls. 
Black was ahead of brown in boys’ 
styles and dirty buck oxfords were 
a leading trend. Saddle styles also 
began to move. 

Men again began taking to the 
pointed, tapered toes in lightweight 
numbers for spring. Color choice 
was about 50-50 between black and 
brown, although one specialty store 


| said that its greatest movement was 


in the new dark brown, softer grain 


| leathers. Slipons also began to sell 


with the advent of warmer weather, 
and some sponge sole shoes for 
casual wear. Rothschild’s reported 
that it had done very well with its 
annual promotion of English shoes. 


| Most men’s stores said that busi- 
| ness activity was above that of last 
| year’s pre-Easter period. 


| Mishawaka Brands Shown 
| On Television’s ‘Big Payoff’ 


MISHAWAKA, IND. — Red Ball 
Summerettes and Jets, women’s and 
children’s casuals made by Misha- 


| waka Rubber Company, Inc., are on 


view this spring on “The Big Pay- 
off,” CBS-TV daytime program star- 
ring Bess Myerson. 

Wardrobes of the footwear will 
be awarded to winning contestants 
during this month, May and June. 
The program, aired in 145 markets, 
has a viewing audience estimated at 
15 million. It is telecast three times 
a week. 

Tie-in materials including dis- 
plays, a window streamer, news- 
paper mats, radio and TV scripts 
and television slides, are available 
to retailers on request, according to 
R. T. Clark, advertising and sales 
promotion manager of Mishawaka. 


Wisconsin Studies X-Ray Ban 

MADISON, WIS.—A bill outlaw- 
ing the use of X-ray fluoroscope 
machines in fitting shoes went unop- 
posed in a hearing held by the State 
Assembly’s Public Welfare Com- 
mittee. William Lea, representing 
the state’s board of health, said 13 
states now ban the machines. 
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ATTRACT 


MORE 


BUYERS 
GET MORE 


ACTION and ORDERS 


at the Popular Price Shoe Show—May 3-4 
by advertising in the two great issues of 


BOOT and SHOE RECORDER 





PPSSA DAILY 





SUNDAY, MAY 3—MONDAY, MAY 4 


. . - BOOT and SHOE RECORDER 
DAILIES have always been the 
outstanding selling mediums 

at shoe shows. Take advantage 
of their readerpower that 

gives you so much response. 


Closing 
Date 


April 15, 1959 


Here is the most important sales tool you can use 
to increase sales at the Popular Price Shoe Show 
—a line of communication between seller and 
buyer that has no parallel. Each issue of Boot and 
Shoe Recorder PPSSA Daily will be packed with 
industry and show news, key events, all for top 
on-the-spot reading by every buyer during the two 
big selling days. Distributed to Hotels New Yorker, 
Sheraton McAlpin, New York Trade Show Build- 
ing and the Marbridge Building for maximum buy- 
ing traffic and action. 


DEADLINE FOR ALL ADVERTISING COPY 
MONDAY, APRIL 27 
Mail copy and cuts before April 27 to 
BOOT AND SHOE RECORDER PPSSA DAILY 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
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Styling Directions in Men’s 
Fall and Winter Shoes 

(CONTINUED FROM PAGE 96) 
using the strap and buckle closure 
abound. 

Dressing the shoe up with straps, 
braces, and touches of hardware is 
important in dress casuals. 

Hand sewn moccasins remain pop- 
ular. The classic Norwegian moc- 
casin—while still very strong — is ® 
undergoing styling changes. 
likely candidate for honors is the 
slipon combining the squared tongue 
and the squared toe. 

Something of a styling explosion 
has been accomplished by the chukka 
boot. 
years, this style found acceptance 
last year and is now speedily devel- } 


oping in at least three major areas. # 
the brushed | 
leather stitch-down with crepe sole. “™™ 
This is the familiar chukka boot. In es 


The first area is 


higher fashion lines this style is now * 
being seen in beautifully crafted, 


come the advent of the new minute 
hook-and-loop closure—Velcro. Some- 


i times called “cats’ tongue” at the 


point-of-sale level, Velcro is being 


il adapted throughout the apparel in- 


One 7 


After getting nowhere for . mr 


i 


highly polished leather sole edge fin- w 


ishes. 


Secondly the chukka boot is ex- § HE 
? 


panding as strap and buckle types, © 


often with squared toe in medium 
brown, smoke, and nutmeg glove 
leather. The young men’s market is 
providing enormous sales impetus 
for this boot. 

Thirdly the chukka boot is appear- 
ing in styles for industrial and camp 
wear in thick but pliable glove leath- 
ers with wedge crepe soles. In this 
category it is sometimes lined with 
bright simulated furs. 


The chukka boot found acceptance last 
year and is now developing in a number 
of styling patterns. Top to bottom: Gard- 
iner; Clarks of England; Winthrop. 

Consumer response to the third 
modification is of necessity limited, 
but rugged, masculine oxfords and 
boots—often with Ripple sole—have 
demonstrated appeal to suburbanite 
do-it-yourselfers. 

Fall and winter, 1959, also wel- 


Slippers in canary, tan, and taffy glove leather are more comfortable 
than ever with hand turned padded soles or airfoam cushion inner- 
soles, L. to R., Llama Boot, L. B. Evans’ Son Co.; another slipper by 
L. B. Evans’ Son; two by Danvers. 


dustry. In footwear it is providing a 
neat new look in dress casual clo- 
sures. 

Finally, a development of strength 


| in vamp treatments is the pillow ef- 


fect. Chiefly popular in the young 


» men’s field, the pillow effect is seen 


on slipons and two and three eyelet 
bluchers. The color is usually black, 
but fall will find the pillow effect in 
brown, too. 

The variety of new styles, the 
clearly defined direction of shoe styl- 
ing generally, makes the promotion 
job that the retailer must do easier 


., this fall. 


With excellent Easter business be- 
hind them, and the spring and sum- 
mer business already “made,’”’ many 
merchants can set their sights for 
fall: with these new styles there is 
plenty of ammunition. 


210 Associates Plans 20th 
Anniversary Banquet May 5 


BOSTON—Robert Goldstein, trea- 
surer of the Plymouth Shoe Com- 
pany, has been appointed chairman 
of the entertainment committee for 
the 20th anniversary banquet of The 
210 Associates. The banquet will be 
held at the Waldorf-Astoria in New 
York on May 5, during the Popular 
Price Shoe Show of America. 

Mr. Goldstein’s appointment was 
announced by Albert D. Aronson, 
president of 210. 

A feature of the banquet activities 
will be the presentation of the 11th 
annual T. Kenyon Holly Memorial 
Plaque. 

In past years this award has been 
made to Lawrence Sheppard, Han- 
over Shoe Company; Julius G. 
Schnitzer, U. S. Department of Com- 
merce; A. W. Berkowitz, Bourque 
Shoe Company; the late Everit B. 
Terhune, Sr., for many years pub- 
lisher of BOOT AND SHOE RECORDER; 
the late J. F. McElwain, J. F. Mc- 
Elwain Company. 

Also David Wohl, Wohl Shoe Com- 
pany; Louis H. Salvage, Louis H. 
Salvage Shoe Company; Harry J. 
Wood, Randolph Manufacturing 
Company; the late James T. Gorm- 
ley, Day-Gormley Leather Company, 
and Robert W. Schiff, Shoe Corpora- 
tion of America. 
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Shank and 
Heel Ironing 


The GAC 

Forepart Cement 
Lasting Machine, 
Model B, quickiy 
and easily produces 
quality lasting 

and ironing. 


{ 


in one handling cycle 


Improved shoe bottom conditions will result from _ seat areas. 
the use of this high production combination — Feather lines are sharper. 
United’s Model B Forepart Lasting Machine. Accurate, uniform roughing is easier to obtain. 
The Forepart Laster acts on both sides of the upper Heel seats are flat so heels fit better. 
simultaneously to tension the upper over the last, The character of the last is more perfectly reproduced 
wipe it in and bed it down firmly with heated wipers. in the shoe. 
The ironing station uses shaped, heated blocks and Ask United for more details on how this combina- 
hydraulic pressure to smooth the shank and heel _ tion can help you. 


= 
(BAT Jnited. SHOE MACHINERY CORPORATION 


PARTS BOSTON, MASSACHUSETTS 
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MODERN AGE 


@inlilelaclakswe)iletsss 


YOU HAVE MORE TO SELL 
IN MODERN AGE SANDALS 


Get ready for the Sandal Season. There 
will be early sales and extra sales this year 
when you have Modern Age in stock. Look 
at the features. 


All-leather uppers Sturdy genuine 
stitched in nylon Good Year welt 


Y Scuff-proof tip f/f Long-wearing 
(in all but white) Neolite soles 


2608: BROWN 
2609: WHITE (no tip) 
2610: RED 


614 to 8 
814 to 12 
12144 to 3 


2611: BLUE 


61, to 8 
814 to 12 


5% 30 Days F.0.B. Reading 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 


Curtis: Stephens-Embry Co. 


READING, PENNSYLVANIA 
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Manufacturing News 


(CONTINUED FROM PAGE 83) 
working as a mature and integrated whole. 

“In this dynamic, explosive economy of ours, sales can- 
not afford to be trapped, delayed, hindered or held up by 
any force or set of circumstances. The key to the future of 
America itself lies in our ability to continue to market the 
goods we can produce.” 


New York State 


Most upstate New York shoe manufacturers are con- 
fidently planning for, and anticipating, good response to 
their fall and winter lines of shoes. Orders from salesmen 
on the road seem to indicate, too, that merchants are recep- 
tive to next season’s styles and have started to work earlier 
than usual. 

Manufacturers look for a reasonably successful spring 
season to give retailers the necessary confidence to place 
adequate orders for fall. Some producers are of the opinion 
that increased buying by stores in recent months marks the 
turn of merchandising policy from extreme caution to re- 
newed faith in the economic outlook. 

Some factories have been somewhat disappointed that 
fill-ins and forward buying have not been better. There is 
hope that retail clearances of at least more staple shoes 
may be deferred to take advantage of favorable weather in 
April. 

Lagging employment is held by many in the trade to be 
a brake on consumer spending, particularly in western New 
York State, Pennsylvania and industrial centers in Michi- 
zan and Ohio. 

Shoe manufacturers show no uniform thinking on prices. 
At present it appears that some styles and lines will be 
boosted in price while others will be downgraded to main- 
tain price brackets. Judging by past experience, it seems 
doubtful if all the firms talking about the necessity of 
higher prices will take their own advice completely. 

Tax problems are adding to the worries and burdens of 
shoe manufacturing. In this state, employers started with- 
holding state income taxes for the first time April 1. This 
means added costs and paperwork. Higher state taxes will 
take a bigger bite out of employes’ earnings and quite con- 
ceivably lead to new pay demands. 


Self Service 


IN a middle western town, Pierre ran an old fashioned 
shoe store. It was greatly overstocked, so Pierre decided 
to have a sale. He piled the shoes on the floor in three big 
piles from the front of the store to the rear. Mates were 
held together by string—but all of them were not mates. 

Mrs. Brown came in to buy a pair of shoes for little 
Willie. She tried on one shoe, found it fitted and took the 
string united pair home. The next day she was back. 

“That pair of shoes for little Willie don’t fit,” she said. 

Pierre went on with his bookkeeping. “Don’t either one 
of them fit?” 

“Yes, one of them fits.” 

“Well, Mrs. Brown,” Pierre said, “You'll find the other 
one in the piles. You can tell by the numbers inside the 
shoes.” 

When last seen, Mrs. Brown was sitting down, patiently 
going through the piles, looking for little Willie’s other 
shoe. 


The months during which we feel free from income-tax 
worries are those which have an “X” in them. 
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Consider 


United 
Service 


Asa 
SOURCE OF PROFIT TO YOU 


How much have you lost in ‘‘Seconds” or ‘‘ Rejects’ during the last 
year? Has machine wear been considered as a cause? 

Staples may not be holding, welt butts may be open, or heel seat fitting 
inaccurate. Are your operators wasting time trying to correct the results 
of machine wear? 

As machines are used, working parts develop wear, adjustments be- 

SERVICE come less effective. By looking at the crippled shoe, the United man 
* knows where to look for trouble spots. 
PARTS There are no substitutes for United’s experienced men. They are kept 
abreast of all the latest service information. 

Call your United man today. Let him show you how much United 

Service can save you. 


me 
WJnited. ee 
Boston, Massachusetts 
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Promotion, Inflation 
Keynotes at 22nd PPSSA 
(CONTINUED FROM PAGE 45) 


a number of items can accomplish 
the most desirable result, whether 
certain items in a line need to bear 
the full brunt or whether across-the- 
board advances are inevitable. 
While there is hardly a retailer 
who questions increases in leather 
costs, there are some merchants who 
say they sense a limitation on con- 
sumer acceptance of sharp advances 
in shoe prices. It will take much 
analysis and discussion by leading 


producers and distributors before a 
clear-cut course of action emerges. 

In the conviction that no subject 
has more timeliness for shoe people 
than inflation, the featured speech 
at the Popular Price Shoe Show of 
America Industry-Breakfast has 
been planned around this topic. 

William F. Butler, a vice president 
of The Chase Manhattan Bank, New 
York, will be the featured speaker 
at the event which will take place 
Monday morning, May 4, in the 
grand ballroom of the New Yorker 
Hotel. 

Mr. Butler, an economist, is editor 
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Visit the 


DOWNTOWN 
SHOE MARKET 


the 1 Stop Market 


DUANE, READE, CHURCH, WEST BROADWAY 


Style Shoes v 
Staple Shoes ¥ 


Fast Promotions ¥ 


Specialty Footwear ¥ 
Cancellations & Jobs ¥ 


New York Shoe Wholesalers Association 
Duane, Reade, Church, West Broadway, New York, N. Y. 
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of The Chase Manhattan Bank’s pub- 
lications, “Business in Brief” and 
‘‘Latin-American Business High- 
lights.” He joined the bank in 1951, 
was appointed consulting economist 
the following year, and a vice presi- 
dent at the beginning of 1957. 

He was principal economist of the 
War Production Board from 1942 to 
’45; Senior Economist of the Mc- 
Graw-Hill Publishing Company from 
1945 to 1951. 

Mr. Butler has served as an eco- 
nomic consultant for government 
agencies and on advisory boards ap- 
pointed by Congress. He was a mem- 
ber of the staff of the “Gaither Com- 
mittee” and of the Special Studies 


| Project of the Rockefeller Brothers 
| Fund. He is President of the Busi- 
; ness 
| York, co-author of “Making Capital- 
| ism Work” and of “The Case Study 


Economists Council of New 


of the United Fruit Company and 

Latin-America” and author of “Busi- 

ness Needs for Venture Capital.” 
He is a graduate of Cornell and a 


| recipient of a Doctorate in Econom- 
| ics from the University of Virginia. 


Promotion has been the keynote of 


| PPSSA advertising. It will also be 
| the keynote of the fashion spokes- 
| men who will round out the PPSSA 


Industry-Breakfast program. These 
will include Helen Joseph and Doris 
Weston, PPSSA fashion executives, 
and chairmen of the five PPSSA 
shoe committees. 

Always a sell-out, tickets for this 
event, at $4.00 each, can be ordered 
from the PPSSA offices, 210 Lincoln 


| Street, Boston, and 51 East 42nd St., 


New York. 
In its advertising to the industry, 


| PPSSA has emphasized the impor- 
| tance of the industry-wide promo- 


tions for fall which are going for- 


| ward under the sponsorship of the 
| National Shoe Institute. PPSSA has 


pointed out how important it will be 


| for manufacturers to present to re- 
| tailers the ways in which they are 
| tying in 


with these three major 
themes. Conversely, PPSSA _ will 
serve a vital function for thousands 
of retailers who will come to the 


| event in order to find out how princi- 
| pal 


resources have planned their 
styles, their advertising, and their 


| merchandising aids in relation to 
| these industry-wide themes. 


PPSSA has devoted almost all its 


trade advertising budget to publiciz- 


(CONTINUED ON PAGE 112) 
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For Better Casual And Sandal 
PROFITS And VOLUME 


It's LION.... 


-New Ivy and Italian Styling 
.»New Slim Look” Lasts 
... Richer Leathers 


Revolutionary } 
Lite- Weight Soles BRICONE 


SLIP-ON 


Sensational is the word for LION'S New line of casuals and sandals 


* It's right in the style groove; the lvy Styling and 
MEN'S the Trimmer Look that men are asking for. 
ee volt letel d; tapered 
EYELET MOC i S$ over comp etely new wood; tapere toes 
Be with plenty of room at the ball to make slip-ons 
Rees and three eyelets fit even better. 


¢ © It features all the wanted leathers, Finer Grains 
in Black and Briar Browns, Charcoal Gray and 
Dirty Bucks with deeper and richer nap. 
See Them eg ee ee ee ae J 


PPSSA * « ¢ © And here's another plus, Goodrich's newly de- 

veloped Nuclear Sole, lighter, longer-wearing, 

ROOM with fine ribs for surer tread and closer, neater 
628 edges. They're made especially for Lion. 


= e © © © © Best of all, you'll sell all these features at the 
é NEW YORKER same low price. 


LION SANDALS, «. 


400 E. 111th ST. 
Ad Mats Available NEW YORK 29, NEW YORK 
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Promotion, Inflation 
Keynotes at 22nd PPSSA 


(CONTINUED FROM PAGE 110) 


ing these themes which are: For wo- 
men — “Shoe Shapes In Browns” 
which will be featured in the August 
15th issue of Vogue. For children— 
“Boots! Boots! Boots!” which will 
be featured in the August 15th issue 
of Parents’ Magazine. For men — 
“Brown Touched With Black” to be 
featured in the October issue of Es- 
quire. 

In the opinion of PPSSA, next fall 
will mark the “promotional coming 
of age of the shoe industry and the 
May PPSSA will provide the kick- 
off.” 

The PPSSA is operated by show 
committees of the two sponsoring 
Associations. Chairman for the New 
England Shoe and Leather Associa- 
tion is its president, Wallace J. Mc- 
Grath of John E. Lucey Co. Inc. Wil- 
liam M. Blackie of General Shoe Cor- 
poration, President of the National 
Association of Shoe Chain Stores, 
heads the show committee of that 
association. Other members of the 
show committee are: Harry A. Bass, 
Kleven Shoe Sales Co., Inc., Spencer, 
Mass.; A. W. Berkowitz, Songo Shoe 
Mfg. Corp., Portland, Me.; George 
A. Dempsey, Frank Noone Shoe Co., 
Inc., Rockland, Mass., Saul L. Katz, 
Hubbard Shoe Co., Inc., Rochester, 
N. H.; Joseph S. Porter, Porter 
Shoe Co., Inc., Milford, Mass.; 
Myer Saxe, Kesslen Shoe Company, 
Kennebunk, Me.; James Shapiro, 
Ware Shoe Corporation, Ware, 
Mass.; Sidney Spiegel, Bruce Shoe 
Company, Inc., Biddeford, Me.; 
G. Elliot Stickney, Holmes, Stick- 
ney, Inc., Portland, Me.; Simon Edi- 
son, Edison Brothers Stores, Inc., 
St. Louis, Mo.; Lester R. Fallon, 
Thom McAn Shoe Company, New 
York City; Morton R. Izen, Sears, 
Roebuck and Co., Chicago, Ill.; I. M. 
Kay, Berland Shoe Company, St. 
Louis, Mo.; C. Charles Marran, 
Spencer Shoe Corporation, Boston, 
Mass.; Alfred L. Morse, Morse Shoe 
Stores, Boston, Mass.; Jack M. 
Schiff, Shoe Corporation of Amer- 
ica, Columbus, Ohio; Milton Simon, 
I. Simon Company, Inc., New York 
City; George L. Smith, G. R. Kinney 
Corp., New York. 

PPSSA fashion programs are 
planned and approved by special in- 
dustry committees that are headed 
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by Myer Saxe of Kesslen Shoe Com- 
pany, and Alfred L. Morse of Morse 
Shoe Stores. Members of the fash- 
ion executive committee are: Manu- 
facturers: Harry A. Bass, Saul L. 
Katz, Paul Kleven, James Shapiro, 
Sidney Spiegel, G. Elliott Stickney. 
Retailers: Simon Edison, Lester 
Fallon, Morton Izen, I. M. Kay, 
C. Charles Marran, Milton Simon. 

PPSSA has five shoe style com- 
mittees consisting of leading style 
authorities from the manufacturing 
and retail branches of the industry. 
The membership follows: 


Women’s Dress Shoes 


Milton Radlo, Berland Shoe Co., 
Chairman 


Manufacturers 


Harold D. Ashe, Liberty Shoe Co., 
Inc. 

M. W. Borkum, Radcliffe Shoes, 
Inc. 

Si Capen, Klev-Bro Shoe Co. 

Ben Dorson, Dorson-Fleisher, Inc. 

Edward Fields, Imperial Foot- 
wear, Inc. 

Oscar Finkel, Flex-Mor Shoe Co. 

Sidney Spiegel, Bruce Shoe Co., 
Inc. 

David Stein, Mutual Shoe Co. 

G. Elliott Stickney, Holmes Stick- 
ney, Inc. 

Robert Wodin, Ware Shoe Corp. 


Retailers 

William Adoff, Butler’s, Inc. 

Emil Alberts, G. R. Kinney Corp. 

Howard Baer, Endicott Johnson 
Corp. 

Joseph J. Cramer, Wohl Shoe Co. 

Daniel D. Druth, Maling Bros., 
Inc. 

Morris A. Gran, Sears, Roebuck 
and Co. 

Norman Nelson, John Irving 
Stores Corp. 

Charles Sachs, 
Inc. 

Nathan C. Schieber, Edison Bros. 
Stores, Inc. 

Louis Shindler, 
Stores 


National Shoes, 


Morse Shoe 


Women’s Sports & Welts 


Barney Lebowitz, Edison Bros. 
Stores, Inc., Chairman. 


Manufacturers 
Stewart Brown, 


son Corp. 
Charles B. Conn, Jr., Mound City 


Endicott John- 


Div. Brown Shoe Co. 

Harry Clayman, Bangor Shoe 
Mfg. Co., Inc. 

Jack Joyner, G. R. Kinney Corp. 

Joel Glassman, General Shoe 
Corp. 

Richard E. Hasey, Viner Bros., 
Inc. 

Saul L. Katz, Hubbard Shoe Co., 
Inc. 

Jonas B. Klein, Eastland Shoe Co. 

George Nacht, Shoe Corp. of 
America 

Arthur Solar, Dexter Shoe Co. 

Ted Weiss, Weiss Lawrence Shoe 
Mfg. Co. 

Ben Rosen, National Shoes, Inc. 


Women’s Casuals & Dress Flats 


Stanley W. Norkunas, Melville 
Shoe Corp., Chairman 


Manufacturers 

Fred Diamant, Desco Shoe Corp. 

Alan Foss, Lawrence Maid Foot- 
wear, Inc. 

Harold Nectow, Sudbury Foot- 
wear, Inc. 

Arthur Pfeiffer, Pfeiffer’s, Inc. 

Howard Wiseberg, Billie Shoe 
Co., Inc. 


Retailers 


Thomas O. Burns, Sears, Roebuck 
and Co. 

Herbert S. Cohen, John Irving 
Stores Corp. 

Thomas E. Duffy, Spiegel, Inc. 

Frank Lorden, Montgomery Ward 

Charles Steen, Wohl Shoe Co. 

Ray Zumbro, G. R. Kinney Corp. 


Children’s Shoes 
Abraham Weinman, Five 
Shoe Co., Chairman 


Star 


Manufacturers 


Arnold Hiatt, Blue Bonnet Shoe 
Co. 

Jack Intrater, Rockingham Shoe 
Co. 

H. C. Levy, H. O. Toor Shoe Co. 

Irving Selig, Laconia Shoe Co. 

Charles Shapiro, American Jrs. 
Shoe Co. 


Retailers 

Henry Berman, National Shoes, 
Inc. 

William Eckenrode, General Re- 
tail Corp. 

Philip Felger, 
America 

James Royce, Melville Shoe Corp. 

(CONTINUED ON PAGE 116) 
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what has stripes... 


comes in sixteen 
color combinations... 


lives in a shoe 


Princeton’s POLANYL lining... the new light- 
weight STRIPED NYLON FLEECE LINING 
that’s putting new life into boot and slipper sales! 
You may see POLANYL imitated, but you'll 
never see it duplicated . . . because no one yet has 
been able to capture the sharpness of color, the 
wearing quality or the selling-rightness of its 


sixteen color combinations! POLANYL... in 
100% DuPont Nylon... another example of 
Princeton’s leadership ...in styling, quality, 
value, and direct-to-you concepts that make sales! 


princetOn 


Princeton Knitting Mills, Inc., 450 Seventh Avenue, New York 1, N. Y. 
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A Partnership That Grew: 


Leverenz Celebrates Fortieth Anniversary 


SHEBOYGAN, WIS. — Good em- 
ployee relationship, a keen sense of 
civic responsibility, a long record of 
supplying men’s dress shoes to the 
retail trade; these are highlights of 
the Leverenz Shoe Co., which this 
month celebrates its 40th anniver- 
sary. 

The firm began as a partnership in 
1919, with an output of 250 pairs 
of shoes in one plant. This has 
grown to a daily run of more than 


CLARENCE C. LEVERENZ 


3,000 pairs a day in three plants. 

From the beginning in 1919 until 
1940 Leverenz sold its entire output 
to wholesale and jobbing accounts. 
Since then distribution policy has 
been completely reversed, with prac- 
tically all production going directly 
to the retail trade. Leverenz uses 
the trade names Calumet, Calumet 
Cushion Flex, and Leverenz Kushion 
Kings. 

The firm was incorporated in 1940 
with Clarence C. Leverenz as presi- 
dent and Carl H. Esch, secretary- 
treasurer. In 1945 and 1946 they 
were joined by their sons, Robert H. 
Leverenz and John H. Esch, who 
were subsequently elected vice-presi- 
dents. The two Leverenzes share the 
responsibility for production, pur- 
chasing, financing, and _ industrial 
relations. The Esches are in charge 
of sales, styling, shipping and mer- 
chandising. 

The firm’s growth was rapid. Pro- 
duction expanded to 1200 pairs a 
day when the second plant was 
opened in 1935 at New Holstein. 
Most recent expansion was with a 
new plant at Valders which has a 
potential capacity of 1200 pairs. 
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The latter plant is regarded as one 
of the country’s finest and most 
skillfully engineered shoe factories. 

Leverenz operates a large instock 
department which gives same day 
service. The prompt service is made 
possible through operation of a well 
advanced IBM order processing sys- 
tem. The department is completely 
conveyorized. More than 100,000 
pairs are on hand at all times. 

The company is also well known 


CARL H. ESCH 


for its good employer-employee re- 
lations. Many employees have risen 
to positions of supervisory and ex- 
ecutive responsibility. There are no 
time clocks in any of the three 
plants, because management believes 
in the basic integrity of its em- 
ployees. Because of the tremendous 
impact of the Milwaukee Braves’ 
first participation in a World Series, 
employees were allowed to watch 
both the first and last games on tele- 
vision. They were paid for time lost 
from work. 

Employees are represented in She- 
boygan and Valders by locals of the 
Boot & Shoe Workers Union, AFL- 





Brown Franchise Division 
Slates Summer Conventions 


ST. LOUIS—Brown Shoe Com- 
pany’s Franchise division has an- 
nounced its franchise stores’ con- 
vention plans and dates for this 
year. 

The western convention will be 
held June 22-24 at Rickey’s Studio 
Inn in Palo Alto, Calif. The mid- 
western convention will be held in 
St. Louis at the Statler Hotel, July 
26-28. 


CIO, and in New Holstein by the 
New Holstein Shoe Workers Union, 
an independent organization. There 
has been no work stoppage of any 
kind since 1934. The company has 
recently started a college scholarship 
program for exceptional high school 
graduates of modest means. 

Company officials have also gone 
on record as being vitally interested 
in the independent retailer. It is 
stated policy to remain a manufac- 
turer and never compete with the 
retailer. 

In its product, Leverenz caters to 
style-minded young men. There are 
also many staple patterns of all 
types. These are included in the 
more than 150 styles in the instock 
department. 

Leverenz shoes are distributed in 
all 50 states as well as the West In- 
dies and the Belgian Congo. There 
is a staff of 20 salesmen who are 
regarded as a most vital part of the 
organization. In recent years the 
sales department has specialized in 
dramatic and unusual sales meet- 
ings. 

In addition to the four ranking 
officers, there are a number of other 
individuals who are active in plan- 
ning and policy. They include Ken- 
neth C. Beusing, director of re- 
search; Anton Knaus, Jr., general 
superintendent; Fred Miesfeld, office 
manager and cost accountant; and 
George A. Friedly, assistant general 
sales manager. 


U B S Builds Laboratory 
And Pilot Plant at Marlboro 


CAMBRIDGE, MASS.—U B §S 
Chemical Corporation, which manu- 
factures adhesives, coatings and fin- 
ishes for the shoe industry as well 
as other products, is building a pilot 
plant and laboratory at Marlboro, 
Mass. Completion is scheduled for 
June. 

Although major production will 
continue at the home plant in Cam- 
bridge, the new installation will 
provide new equipment and im- 
proved laboratory facilities, the 
company said. The new buildings 
are designed to increase the pace of 
research and new product develop- 
ment. 

Paul W. Atwood, company presi- 
dent, turned the first spadeful of 
earth at the ground-breaking cere- 
monies. 
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THE QUALITY LEATHER 


a golden fashion 


promotion 


... fall ’59 


LEATHER CO. GIRARD, OHIO 
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William T. Waddell, Sears Roebuck 
and Co. 
Timothy P. Welch, G. R. Kinney 
Corp. 


Men’s Shoes 
Owen Howell, General Retail 
Corp. Flagg Division, Chairman 
Manufacturers 


Louis Auclair, Hampshire Shoe 


Alan Goldstein, Shoe 
Co. 
Burton Katz, Hubbard Shoe Co. 
Joseph Porter, Porter Shoe Co. 
Ernest A. Rainey, Diamond Shoe 
Corp. 
Herbert Rich, 
Sales Co., Inc. 


Plymouth 


Lewis Heicklen 


Retailers 
Manny A. Gruber, Regal Shoe Co. 
Jule Mark, Shoe Corp. of America 
Marion Markus, The Nobil Shoe 
Co. 
Siegbert Moch, Spiegel, Inc. 
Frank C. Rooney, Melville Shoe 





Co. 
DRE | | shoes give you sales features 


that INSURE your PROFITS 


Our dealers are making greater 
profits with higher maintained 


mark-ups on DREW SHOES. 


DREW shoes simply out-perform 


others with — 


@ Fresh, imaginative styling 


@ Superior fit and steady repeat business 
— not subject to chain store competition 


Always IN-STOCK for greater turnover 


Extra sales and profits at $15.95 to $17.95 
retail—the volume price in the quality field 


Special financial assistance to 
stores and qualified persons 
starting in this field 


Many doctors recommend our basic shoes 


THE CHILE—No. 12589, black link 


pig; No. 32589, bone beige link pig, 
$9.65. True SOFTEE, cool, distinctive 
leather with calf trim, a tailored classic, 
with cookie and wheeled edge. On our 
No. 14 last, 14/8 Cuban heel. IN- 
STOCK. Sized AAAA, AAA, 7 2 to 10; 
AA, 6% to 10; A, 6% to 10; B, 5% 
to 10;C, 5% to 9. 


Write TODAY for new 
IN-STOCK catalog! 


PO oleate Al, bcm e) 3-3) Miete] ite]. 7-walel, 
LANCASTER, OHIO (NEW YORK OFFICE — 746 Marbridge Bldg.) 
(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 


DREW @ DR. HISS © CANTILEVER-GROUND GRIPPER © TOWN WALKER 





Corp. 

Sidney L. Winfield, A. S. Beck 
Shoe Corp. 

PPSSA is under the management 
of Maxwell Field, Executive Vice- 
President of New England Shoe and 
Leather Association, and Edward 
Atkins, Executive Vice-President of 
National Association of Shoe Chain 
Stores. 


NSI Promotes Casuals 
As Father’s Day Gift 


NEW YORK—Men’s summer cas- 
uals are being promoted by the Na- 
tional Shoe Institute as gifts for 
Father’s Day, June 21. 

This summer’s leisure footwear, 
NSI says, is, “on the whole, light- 
weight and flexible, and appropriate 
with the wash and wear suits of 
Dacron, Acrilan and cotton in their 
many variations, with the fancy 
‘loafer’ or casual shirts and the 
featherweight imported straw hats.” 

For warm weather NSI cites: 

® The handsewn, calfskin moc- 
casin with high-riding tongue and, 
in some cases, with a kiltie fringe. 

e “Continental look” shoes, some 
with squared toes, some with orna- 
mental tassels or laces, and many 
“as light as a glove.” 

® Strap and buckle treatments, 
including a strap with the patented 
Velcro fastener, an adhesive closure 
device. 

® Suedes and other brushed 
leathers in a variety of colors, with 
tones of gray and beige predominat- 
ing. 

® Slip-ons, “one of the few basic 
changes in the silhouette of men’s 
footwear since the introduction of 
the Norwegian moccasin 25 years 
ago.” 

Also mentioned by the Institute 
are crepe soles, both synthetic and 
natural gum, and “the various saw- 
tooth outer soles that have a special 
appeal to younger men.” NSI adds: 
“Ventilated uppers have an_ in- 
creased interest this year.” 


Providence Store Bought 


PROVIDENCE, R. I. — Kays- 
Newport has sold its store at 189 
Wayland Ave. in this city to Thayer 
McNeil Company, Boston. The store 
now features seven branded lines of 
women’s shoes and three lines for big 
girls. Samuel Cohen is manager. 
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Smoke Out Objections 
by JACK BEDFORD 


You will probably disagree with the following sales sta- 
tistics: 

Sales researchers reveal that only 7 per cent of your 
customers buying shoes buy on price alone. The other 93 
per cent consider price, but quality, durability, appearance 
and pride are also prime factors in reaching a final buying 
decision. 

No doubt you can cite case after case from your own 
personal sales experience where price was vital. You may 
knock the 7 per cent price appeal theory into a cocked hat. 
In fact, you may have facts and figures to prove that seven 
out of ten customers raise a price objection when buying 
shoes. 

Which is right? 

Is the ivory-tower theory of 7 per cent true? Or, is the 
practical down-to-earth experience of successful shoe re- 
tailers like you right? 

Both are right! 

You probably encounter many price objections in your 
selling. People are price conscious. Yet, this may not be 
the only reason or the “real” reason a customer hesitates 
to buy. The “key” reason for your customer’s hesitancy to 
buy new shoes may be something other than price. Your 
customer may “voice” a price objection and be thinking of 
some other “hidden” objection. 

For instance, your customer may voice the standard 
objection: “Your price is too high.” As a shoe retailer, you 
have heard these words time-after-time. It knocks the 
stuffing out of the 7 per cent price theory. 

However, let’s analyze this price objection away from 
the excitement of the sale. 

The customer might voice this objection for any one of 
the following hidden reasons: 

1. He does not have enough money to buy right now. 

2. He may think he can buy the same thing for less 

some place else. 

3. He may not understand all of the value he is getting 

when he buys from you. 

4. He may not like something else and use the 

objection” as an excuse for not buying. 

5. He may not have the authority to make a final buying 

decision and use this objection to save face. 

To get below the surface of the voiced objection and dis- 
cover the hidden reason, you need to smoke out the real ob- 
jection. Here is the sales strategy successful salesmen use: 


“price 


Listen to the complete objection 

A customer might say, “Your price is too much higher.” 
If you do not listen carefully, you may miss the word 
“higher” which is the key to this customer’s objection. 
This, of course, indicates a comparison of price with some 
other product. “Too much” probably indicates that the 
customer has a doubt about this comparison being for the 
same quality. 

By listening to the exact words your customer uses in 
his voiced objection, you will be able to smoke out the 
hidden objection. This will give you a clue for a way to 
handle your answer. In this case, the customer raises a 
price objection on a comparative basis. There is a key 
given to how to handle it in the customer’s doubt about 
quality. 

Another thing to listen for when a customer voices an 
objection is the tone of voice. Customers use a different 
tone of voice when their hidden objection is not on price. 
For instance, consider the following examples of different 
emphasis on the same statement: 
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“Your price is too high.” 

In this instance, the customer’s real objection is that 
competition has the same thing for less money. By stress- 
ing “your” and “too”, the customer indicates that he has 
compared prices and finds your price to be out of line. 

“Your price is too high.” 

In this statement, the customer puts the emphasis on 
“price” and “high” indicating that this particular thing is 
more than he can afford. Or, it might indicate that the 
price is more than the value he can see in it. Knowing 
this makes it easy for you to proceed to point out the 
qualtiy features. Or, you can work out some payment 
plan that will fit your customer’s needs. 

When you listen carefuly to the exact words your cus- 
tomer uses, to his tone of voice, and to the emphasis he 
puts on different words, you will have a good idea of 
what the customer’s “real” objection is. By listening care- 
fully to what and to how a customer “voices” his objection, 
you will smoke out his “hidden” objections. 


Pause and expect more information 

You can light a smudge pot to smoke out your customer’s 
real objections with a pause and an expectant expression. 
For instance, after your customer has raised some objec- 
tion about what you are selling, you do not start with an 
answer to this objection. Instead, you look at the customer 
as if you expected him to go on with more details about 
what he said about the shoes you are selling. 

When the pause becomes noticeable, there is plenty of 
time to go on with your answer. Even though the customer 
does not further clarify his objection, you have a point in 
your favor. 

You paused. 

The customer assumes that you are considering your 
answer carefully. When you do answer the objection, your 
customer will accept it better because of this evidence of 
thought you gave it. 

Here’s another technique to smoke out more informa- 
tion you may want to use at this point. Pause, look at your 
customer with an expectant expression, and then ask, 
“Yes?” 

This question has a hook and it helps pull out the 
hidden reason why your customer is hesitating to buy. 
The customer feels that you are sympathetic with his ob- 
jection. He will be more inclined to amplify his state- 
ment and to give you his real “hidden” reason for not 
buying now. 

Ask your customer “why?” This will drag out the real 
reason and give an amplification of the first objection 
your customer voiced. This gives you an opportunity to 
peg it with the tone of voice, word emphasis, and addi- 
tional ideas he expresses. 

Your customer may repeat his first objection when asked 
“why?” You will then know that his is a real problem for 
this customer. Your considered answer to his objection will 
have a great deal of bearing on closing the sale. 

On the other hand, your customer may give another rea- 
son that is entirely different from the first objection. For 
instance, the customer might first say, “Your price is too 
high.” 

You could then ask, “Why do you feel this price is 
high?” 

The customer might respond, “Well, it seems to me 
that it is more than an ad I saw in the paper.” Or, he 
might say, “It may not be too much but it is more than I 
can afford to pay right now.” 

Either of these answers to your question of “why?” 
will give you more information about the needs, wants and 
desires of your customer. Knowing this, you can proceed 
to handle this customer’s sales problems. 





The aioe st 
Most Complete Line 
of Vinyl Shoe Fabrics 

in the Industry! 


Kiyo 


TENTILEATHER 





GENERAL 


PLASTICS 


The General Tire 
& Rubber Company 


Fou ype 


VELVIN: 
PATENEL 
TOLEX 


rns Pepa! 


TUFSTA 


TUFSTA DOUBLER 


Per Lninge 


RESPROID 1000 
NYGEN | 
RESKRAF 
MUSTANG 
JAMAL 
RAYETTE 
DURAKALF 
BRONCO 
RESPROID 
TOLEX 
TUFLEX 


ap em 12 1“ ee 6° oR «ap aap 6 1 om & ee «om 6 ah aap 


represented by: 


#*LIEBMAN & CUMMING 


1329 Sunset Blvd. 
Los Angeles, California 


LIEBMAN & CUMMING 


718 Mission St., Rm. 422 
San Francisco, California 


MELVIN E. WEIL 


180 North Wacker Drive 
Chicago 6, illinois 


*SEAMON STEEN COMPANY 


96-100 South Street 
Boston 11, Massachusetts 


*BARNARD SHOE INDUSTRY SUPPLY CORP. 


2128 South Hanley Road 
St. Louis 17, Missouri 


JOHN E. SHEVENELL 


21 Spruce Street 
New York 38, New York 


C N. RIESENBERGER & SON 


370 West Broad Street 
Columbus 22, Ohio 


*MOORE & GILES 


P.O. Box 56 
Lynchburg, Virginia 


K. 0. SCHNEIDER & SON 


1225 North Water Street 
Milwaukee, Wisconsin 


*A. 6. MOONEY, LTD. 


20 Bates Road 
Montreal 8, Canada 


ALBEKO 


Schuhmaschinen-Feselischaff M. B. H. 
Frankfurt A. M. 
Frankenallee 4, Germany 


P. C. FERNANDEZ & CO., LTD. 


Lamparilia 420 Apt. 215-216 
Havana, Cuba 


MENDELSON & FROST PTY., LTD. 


P.O. Box 266 
Port Elizabeth, South Africa 


% Complete stocks are warehoused for your 
convenience at the regional sales offices in- 
dicated by an asterisk. 


a 
FOOTWEAR FABRICS DIVISION 607 MapiISsoN aAveNuE - TOLEDO 3, OHIO 
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Canadian Management 
Conference Set May 14 


MONTREAL—A Canadian coun- 
terpart to the annual Factory 
Management Conference is in the 
making. 

The Shoe Manufacturers’ Associa- 
tion of Canada will sponsor a Man- 
agement Conference of Canadian 
shoe producers at the Queen Eliza- 
beth Hotel, Montreal, Thursday, 
May 14. 

A committee comprising 18 lead- 
ing shoe manufacturers is in charge 


of the planning. Chairman is Paul 
Samson, president of P. E. Samson, 
Inc., Quebec City. On the agenda 
will be a talk by Charles Slosberg, 
executive of Green Shoe Manufac- 
turing Company, Boston, about the 
Factory Management Conference 
held annually in Cincinnati, O., by 
the National Shoe Manufacturers 
* Association. 

R. E. Jackson of the shoe ma- 
chinery development department of 
United Shoe Machinery Corporation, 
Boston, will also speak. His topics 
will include automation with respect 
to geometric lasts and plastic in- 
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FARBERIZED INSOLES 


Better shoes start with a better foundation — 


Foundation 
shrinking, 


for 
Famous 


a special compound to seal each fibre against 


Footwear 


leather. 


FARBERIZED INSOLES AND WELTING give you more for your money! 


INSOLES AND WELTING 


160 FREMONT STREET 


Farberized Insoles which are treated to resist 


preserve the shape of the shoe. 


Farberizing replaces water soluble tannins with 


moisture yet maintain the porosity of the 


cracking and curling and to help 


WORCESTER, MASS 





jection molding. Films will be 
shown. 

A feature of the Canadian con- 
ference will be demonstrations of 
fitting room conveyor systems and 
shoe vulcanizing machinery. 

Although no other exhibits are 
planned, the Canadian manufactur- 
ers intend to have a comprehensive 
exhibit of shoe machinery, supplies, 
and component parts of shoes, at 
their second Management Confer- 


ence in 1960. 





Display-Shipper Cited 


Combination corrugated shipping con- 
tainer and display used by Lehigh Safety 
Shoe Company, Emmaus, Pa., won bronze 
ribbon at fifth Fibre Box Competition, 
sponsored by Fibre Box Association in 
Washington, D. C. When the box is un- 
packed, manufacturer's joint is cut and 
container is folded inside out and locked 
to form display stand. 





Plastics Design Program 
Expanded by General Tire 


AKRON, O.—An expanded plas- 
tics design program featuring en- 
larged facilities, increased person- 
nel and additional services, has 
been announced by The General 
Tire & Rubber Company, here. 

The company has named Jerome 
Reich executive coordinator of styl- 
ing and Wallace Michael as director 
of design. They will head up oper- 
ations which have been centralized 
at the company’s central styling 
studios at the Bolta Products divi- 
sion, Lawrence, Mass. 

Commented J. E. Powers, vice- 
president in charge of plastics, “We 
are now in a position to see the 
design picture as it relates to every 
vinyl product and how color and 
pattern in one industry influence 
those in another.” Vinyl products 
for the footwear industry are 
among the company’s lines. The 
plastics division maintains plants 
at Lawrence, Jeanette, Pa., and 
Toledo, O. 
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There’s a Great Sales Future 
for You in Kun Dene 
The Nation’s Best-Known, 
Best-Selling 

Plastic Rainboots . . 


iO oa .@ Ay: yo — ee On © mn Lom 


LOS ANGELES, 941 EAST THIRD STREET 
CHICAGO, 2019 W. WALNUT STREET 
NEW YORK, 47 W. 34TH STREET 


April 15, 1959 


See us and hear 
our exciting 
new plans for the 
coming season, at the 


_ POPULAR PRICE 
SHOE SHOW OF AMERICA 


May 3-7 


HOTEL NEW YORKER 


Reoms 634-635 





The Retailer Speaks... 


Wowen in El Paso, Texas, and 
other parts of the Southwest enthusi- 
astically accept the high style fashions 
in footwear today, reports Murray 
Sohn. They particularly like color . . . 
and shades like Paris Pink, Garden 
Green and Mauve have moved rapidly 
in this current spring selling season, 
he points out. 


While shying away somewhat from 
double needle toe lasts, E1 Paso women 
have responded very favorably to the 
single needle toe. For example, a top 
selling pattern at Given Bros. is Paliz- 
zio’s “Sonata,” a single needle pump 
of morocco lustre . . . high lustre calf 
with a soft pebbly grained finish. 
Offered in Paris Pink, Garden Green, 
Whipped White, Creamy Beige and 
Sweet Lilac, this $24.95 fashion has 
a coordinated handbag. A closed pump 
accomplishing limited but important 
sales on a double needle last is Herb 
Levine’s “Starbright” pump with a 
jeweled motif on the vamp and toe 
tp. At $39.95, it is particularly 
wanted in mauve kidskin. 

All this furor on the selling of 
pumps is really news, for in El Paso 
the Springolator remains the most- 
silhouette. Says Mr. 


wanted shoe 


MURRAY SOHN 


Sohn: “We here at Given Bros. like 
to feel that we have had a hand in 
keeping the Springolator in the fore- 
front of the fashion picture. I under- 
stand they are no longer top news in 
cther parts of the country, but cer- 
tainly still are in the Southwest. We 
have been fortunate in purchasing the 
‘right’ styles in barebacks and are 
continuing to promote them in all our 
We have operations in Ari- 


West 


stores. 
zona and Mexico as well as 
Texas.” 

“As for teenagers,” Mr. Sohn con- 


tinues, “they too have accepted the 


Introducing Murray Sohn . . a very 
up-and-coming personality in the shoe 
business. At thirty, he already holds 
the post of merchandise manager for 
Given Bros., an outstanding specialty 
shop in El Paso, Texas. 

Born in New York City and edu- 
cated at Brooklyn College, Mr. Sohn 
was assigned to Fort Bliss, Tex., while 
serving in the Army. He liked the 
climate of the area so much he de- 
cided to make his home in the South- 
west. Having worked in the women’s 
apparel industry in pre-Army days, he 
obtained a job with Given Bros. six 
years ago and quickly rose to an execu- 
tive position. 

Ajter store hours, Murray enjoys 
dancing (particularly with his wife, 
Louise), taking pictures (we imagine 
many are of his two-and-a-half year 
eld son, Larry) and just plain “put- 
tering” around the house. He is an 
active member of Temple Mt. Sinai 
and the Optimist Club, currently serv- 
ing the latter group as a director. 


new tapered toe flats. Teenagers (and 


they are a big factor with us) par- 
materials that 
have come out recently . . . like Sweet 
Kid and Minuet. They also like color 

. yellow and pale orange as well 


as Paris Pink and Garden Green.” 


ticularly like the new 





The Important Moc-Front: Three Treatments 


Three current treatments of the important moc-front styling 
are seen above. At left is a slashed gore slip-on with 
pillowed insert vamp and sabot strap. A dressy three eye- 
let blucher with tassled laces is at center. 
squared off. Discreet piping, fine stitching and a low 
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The foe is 


silhouette characterize this shoe. At right is a ventilated 
style for dressy summer wear. The apron is perforated 
for ventilation as far as the second eyelet and closure and 
topline are high. Respectively, the styles are by Gardiner 
Shoe Co., French Shriner Co., and E. 


T. Wright & Co. 
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Does your store look like 


“BEFORE. .«: AFTER’? 


















































Does your store front suffer from com- 
parison with other ones in the neighbor- 
hood? A new or remodeled building 
located next door—or even down the 
street—could make your store look like 
the “before” in a series of “before and 
after” photos. 

A Pittsburgh Open-Vision Store 
Front can dress up your store to help 
you compete successfully for the atten- 
tion and patronage of passers-by. Its 
modern design tells people you are an 
up-to-date businessman with pride in 
the appearance of your store and your 


neighborhood. Its open vision enables 
you to advertise and display your mer- 
chandise to potential customers. As a 
result, your prestige and profits soar. 
Pittsburgh Plate has an imposing ar- 
ray of store front products to choose 
from, and their design possibilities are 
practically unlimited. Once a store 
owner sees his new Pittsburgh Open- 
Vision Store Front, he’s glad to have it 
featured in “before and after” photos! 
So, if you're interested, send for our 
free booklet, “Put Your Best Store 
Front Forward.” There is no obligation. 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


April 15, 1959 


Pittsburgh Plate Glass Company 
Room 9151, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send me a FREE copy of your store front 
booklet, ‘Put Your Best Store Front Forward.” 


Name 


Address_ 





A great NEW Color... 


A year-’round Neutral... 
A Father ’n’ Son Favorite... 


TRADE — MARK 


BUK 


A Brezner 
Innovation! 


This design is available to shoe 
manufacturers. Write for your 


free sketch TODAY! 


Soon you'll see its off-beat smartness flashing along the countryside, 
across the nation’s campuses . . . on the feet of leisure-lovin’ lads ‘n’ 


dads everywhere. It’s that kind of leather! 


Make sure the footwear it fashions . . . (and the profits it piles up) 
..are YOURS! 


Send for swatches or see our representative... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 
145 South Street, Boston 11, Mass. 


‘Fashion Right’ Leathers from our Tannery, Penacook, New Hampshire 


ST. LOUIS, MO. CINCINNATI, OHIO NEW YORK and PA. MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co. John A. Spille Co. Homer Bear Jack G. Mendelsohn Liebman & Cumming 


MONTREAL, QUE., CANADA MILWAUKEE, WIS. ROCHESTER, N.Y. LOS ANGELES, CALIF. San Francisco 
Stockton & Sedgwich Harold |. Stewart Graham Bros. Sales Russ White Co. Calif, 


Handbag Representatives: NEW YORK, N.Y., Chilewich Sons & Co. 


Representatives in All the World's Leading Leather Markets 
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--- Salesmen on the Road 





by BERNICE S. DECKER 


NSTA Against Labeling 


THE National Shoe Travelers’ 
Association has joined with other 
shoe groups in opposing the pro- 
posed federal footwear labeling law. 
The organization went on record to 
this effect at the mid-year meeting 
of officers and directors last month. 
Member associations are being 
asked, on request of their member- 
ship, to send telegrams and other 
communications to their represen- 
tatives and senators. 

The national association also ap- 
proved the charter for its newly 


organized benevolent association. 
The membership is now 750 and is 
expected to increase rapidly. The 
current benefit totals $500. It was 
announced that the first two claims 
in this amount were paid to the 
beneficiaries of the late Drew Dick- 
son and C. J. Hutchinson. The 
former was a retired shoe traveler 
living in Fort Worth, Tex. Mr. 
Hutchinson, of Nashville, Tenn., was 
a special account representative for 
General Shoe Corporation. The 
amount of claims paid will increase 
as membership grows. 

7 o . 

A MODEL salesmen’s contract 
was approved. It was sent to the 
National Shoe Manufacturers Asso- 
ciation for approval by that body. 





GEORGE H. LAWSON brings a 
wealth of background in the shoe busi- 
ness to his position as president of the 
National Shoe Travelers’ Association. 
He is one of the best known shoe 
travelers in Michigan and Ohio. He 
annually travels more than 50,000 
miles in those states. 

For the past 16 years he has been 
associated with Phyllis Shoe Manu- 
facturing Company of Lowell, Mass. 
More recently he also took on repre- 
sentation of Sherman Bros. Shoe 
Manufacturing Company of Lowell. 

Mr. Lawson gained his early ex- 
perience in the shoe industry at the 
factory level. He was a hand cutter 
of Indian-type moccasins in the Elk- 
skin Moccasin Company, of Ypsilanti, 
Mich. During World War I he saw 
Army service. 

After learning a good deal about 
the manufacturing end of the busi- 
ness, he went on the road and sold 
shoes for a number of manufacturers. 
Among others, he: has worked for 
Dodson-Fisher Shoe Company and 
Manning-Gibbs Shoe Company. 

For many years he has been active 
in the Michigan Shoe Travelers’ 
Club, which works closely with the 
Michigan Shoe Retailers’ Associa- 
tion. He has been chairman of a 
number of committees and he was 
president for several terms. He 
served as chairman of the Michigan 
Annual Shoe Fair for many years. 

In recent years he has been very 





SPOTLIGHTED SHOE TRAVELERS: George Lawson 


GEORGE H. LAWSON 
active in the NSTA. He has been. 


successively, second vice-president, 
first vice-president, and now the presi- 
dent, elected at the annual convention 
last October. 

Born on a farm in Benzic County. 
Mich., just before the turn of the 
century, he got his early education at 
a country school. He later graduated 
from Frankfort (Mich.) high school 
and attended Michigan State Univer- 
sity. His main hobbies, interests and 
friends are within the shoe industry. 

In the late winter he usually spends 
a few weeks in Florida where he pre- 
fers the Gulf Coast. He and his wife. 
Jennie, have lived in a large, rambling 
house in Ypsilanti for many years. 
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Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Creenwood Blvd., Evanston, Ill. 


The travelers’ association an- 
nounced this is one step in a pro- 
gram of more action supporting 
greater “take home” pay for shoe 
travelers. This is in line with a 
resolution adopted at the national 
convention last October. 

There was some discussion of a 
major medical plan for NSTA mem- 
bers. Further details will be reported 
on to the directors. 

Twenty-four shoe travelers at- 
tended the meeting, held at Pitts- 
burgh’s Carlton House. They in- 
cluded both officers and delegates of 
member associations. The group at- 
tended a luncheon given by the Pitts- 
burgh Shoe Retailers Association. 
They were also entertained by the 
Pennsylvania Shoe Travelers’ Asso- 
ciation at Holiday House. 

It was voted to hoid the 1960 mid- 
year meeting in Dallas. 


I. S. Traveler Unit Grows 


COMPLETE sales forces are 
being made members of Indepen- 
dent Shoemen in a recent step-up 
in membership by manufacturers. 
This means the shoe traveler divi- 
sion is expanding rapidly. 

Among the firms who have re- 
cently taken out membership for all 
their shoe travelers are Bates Shoe 
Company, Barclay Shoe Company 
and Blue Bonnet Shoe Company. 
Others are B G S Shoe Corporation, 
Curtis-Stephens-Embry Shoe Com- 
pany, R. J. Potvin Shoe Company 
and Weyenberg Shoe Manufactur- 
ing Company. 


Noted Here and There .. . 

ONE of the newest activities of 
shoe travelers is the Miami Beach 
Shoe Show. Members who are now 
working on by-laws are chiefly shoe 
travelers who belong either to 
Southeastern Shoe Travelers, Inc., 
or Southwestern Shoe Travelers’ 
Association. 

* . 7” 

Leverenz Shoe Company, Sheboy- 
gan, Wis., is featuring pictures of 
its 20 salesmen on an attractive 
flyer in honor of the firm’s 40th 
anniversary. 
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Phoenix Department’s Sales Increase as— 


Staff Avoids Specializing, Sells to Family 


By GENE C. CREIGHTON 


PHOENIX, ARIZ.— Through a 
simple “inter-selling” system among 
10 salespeople, the family shoe de- 
partment at Diamond’s Department 
Store here expects to increase sales 
by 20 per cent during 1959—after an 
all-time record volume in 1958. 

Diamond’s registered slightly 
more than $400,000 volume last year 
—partly because of the store’s ex- 


same hour, with particular 
rhyme or reason. 

All salespeople keep a fairly close 
check on each other’s progress, and 
there is a sort of unwritten law that 
a salesman who has had a compara- 
tively slow day for any reason gets 
preference when the next customer 
walks in. 

The fact that the amount which 
a salesman will earn varies sharply 
from one section to another likewise 


no 


Over-all view of the shoe department of Diamond's, Phoenix, Ariz., department 


store. 


Salespeople shift constantly among the various sections: women's, at 


left; children's, in ‘background, and men's, extreme right. 


cellent location in the plush new 
Park Central Shopping Center, but 
more because of the “open depart- 
ment” system which shoe buyer 
Orral Brown planned from the out- 
set. The salespeople move freely 
among the various shoe sections. 

As the department operates, men’s 
and women’s shoe areas flank each 
other, with the children’s shoe de- 
partment to the rear and in be- 
tween. All departments are com- 
pletely “out in the open” with par- 
ticular emphasis on the children’s 
section, which resembles a rustic 
log corral. There are no partitions 
in between, and nothing to obscure 
any display in the department from 
any other point. 

The system lends itself ideally to 
“inter - selling.” Mr. Brown has 
eight salesmen and two saleswomen 
in the department, all of whom are 
equally responsible for sales in 
each section involved. A salesman 
may sell two pairs of women’s shoes, 
one pair of men’s shoes and three 
pairs of children’s shoes all in the 
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is no deterrent, Mr. Brown indi- 
cated. “We use a lot of suggestive 
selling,” he said. “The salesman 
who gets a children’s shoe sale 
doesn’t hesitate to point out the 
women’s shoe department up in 
front, and suggest that perhaps the 
mother would enjoy looking over 
new seasonal styles while her 
youngster is being fitted. 


‘Flow of Extra Sales’ 


“The same is true with fathers 
who come along on a children’s 
shoe-buying trip. Every salesman 
steadily suggests new styles, casual 
shoes, bedroom slippers and the like 
to customers from one department 
to another, and we have produced a 
steady flow of extra sales in this 
way.” 

Another reason for the willing- 
ness of salespeople to shift from 
selling men’s shoes to children’s 
shoes and over to women’s shoes is 
the fact that it is possible to sell a 
pair of children’s shoes in much 
less time than is usually required 


for men’s or women’s footwear. 

“Everything balances out,” Mr. 
Brown emphasized, “to the point 
that we have no hesitation on the 
part of any salesperson to tackle 
any sort of customer.” 

The close cooperation of all sales- 
people in the matter of “selling 
everybody in the family at once,” 
is no better illustrated than by the 
fact that there is almost never a 
salesbook turned in which shows 
that the salesperson “specialized” 
in one department or another dur- 
ing the day. There has only been 
one instance in two years in which 
a Diamond shoe salesman appeared 
to over-concentrate on women’s 
shoes, Mr. Brown recalled, and this 
situation “was corrected immedi- 
ately.” 


‘Anything but Specialization’ 

“The important thing,’’ he 
stressed, “is to make the most of 
sales opportunities represented by 
the entire family, and this means 
anything but specialization.” 

Esprit de corps is an essential in 
running any department doing so 
large a volume, Mr. Brown likewise 
emphasized. And in proof that he 
gets exactly that from his em- 
ployees, he pointed out that the en- 
tire sales force is usually in the de- 
partment, straightening up, arrang- 
ing displays and studying the day’s 
newspaper advertisement, by 9 in 
the morning. This is a full hour be- 
fore the store opens. 

Mr. Brown constantly takes no- 
tice of the contributions his sales 
force makes to better department 
management and better sales. He 
stays on the floor for 90 per cent of 
the day. 

Naturally it has taken a definite 
program of sales training to make 
each employee capable of selling a 
pair of ballet slippers to a teenager 
at one minute, a pair of expensive 
imported men’s shoes to an execu- 
tive immediately afterwards. Hiring 
only experienced personnel with es- 
tablished backgrounds in prestige 
stores has helped substantially, as 
has a continuing program of “up- 
grading” among all salespeople. 

Mr. Brown handles the sales 
training himself, adapting his own 
long experience to meet problems. 
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Florsheim Promotion: 


Display Enables Men 
To ‘Design Their Own’ 


CHICAGO — New spring shoes 
were recently highlighted in an un- 
usual manner in the shoe depart- 
ment of the Baskin store in down- 
town Chicago. Customers were in- 
vited to design their own Florsheim 
shoes from a wide range of styles 
on special display. 

The event was described as a 
men’s shoe style show. Almost the 
complete selection of spring and 
summer styles was displayed on 
tables set up in the department. 
Customers selected their patterns 
in any color they desired, and or- 
ders were then taken for future 
delivery. This gave a much wider 
choice than is normally possible in 
the condensed floor area and stock- 
room space for the department. 

The department is on the mez- 
zanine floor of this men’s and 
women’s specialty apparel store. 

Supplementing the table display 
were two full windows which also 
carried a complete selection of the 
styles available for the event. 

Invitations were sent to all cloth- 
ing customers, and the event was 
also announced in a quarter-page 
newspaper advertisement. 

Response to the two-day showing 
was reported as_ excellent. It 
created heavy traffic in the depart- 
ment and also resulted in a large 
number of orders. 

Leo Buehler, Florsheim factory 
representative, was present for the 
showing. 


Brunch and Buffet-Dance 
Planned at Midwest Showing 


CHICAGO—A brunch and buffet- 
dinner dance will be opening day 
events for the Fall Shoe Market of 
the Midwest Shoe Travelers’ As- 
sociation. The event will be staged 
at the Hotel Morrison here, May 3 
to 6. 

The two gatherings are held es- 
pecially for retailers, and the din- 
ner will be preceded by a cocktail 
party. Special prizes will be 
awarded to retailers. A large num- 
ber of exhibitors are expected to 
participate. 
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Community-Conscious Chain Adds 5th Unit 


CORTEZ, COLO.—“Key your mer- 
chandise to your neighborhood and 
your community” is a motto of W. 
H. (Wally) Wallace of Denver, 
owner of Wallace Shoe Stores in 
Colorado. The motto has proven so 
successful that Mr. Wallace has 
taken a 10-year lease on a new store 
in this southwestern Colorado city 
of 8000 people. 

As in all small western towns, the 
new store has a drawing power of 
100-mile radius. Cortez, known as 


in the tiled floors of the store. 
Hal Parrish, sales manager of 
Peters Shoe Company, division of 
International, helped design the 
store and attended the three-day 
opening. Two thousand persons reg- 
istered the first two days. Flowers 
and cigars were given to all attend- 
ing the opening. While registra- 
tions were used in awarding three 
pairs of shoes and six pairs of Keds, 
the names also will form the basis 
for the new store’s mailing list. 


Displays are keyed to community needs in new Wallace Family Shoe Store, Cortez, 
Colo. In this photo, camera looks toward rear of the store. 


the pinto bean capital of the world, 
is also the gateway to the Aneth oil 
field and uranium mines in Utah. 
Just since the store’s opening in 
late February, family shoes have 
sold in volume and boots and work 
shoes have been in big demand. 

The new store, fifth in the Wal- 
lace chain, has 2000 square feet of 
selling space with a modern front 
of glass and marble. To make male 
customers feel more at home, the 
men’s shoe department has _ been 
placed in the right front of the 
store. At the left is a 30-foot-long 
hosiery and handbag bar of Philip- 
pine mahogany. 

To add width and warmth to the 
shop, walls are painted in alternate 
turquoise, coral and yellow with 
beige accents. The same colors are 
carried out in the fitting chairs and 


Bill Shea, who had been managing 
the Wallace Family Shoe Store in 
Chaffee Park, North Denver, for 
four years, has moved to Cortez to 
take over the new store’s operation. 
Mr. Wallace named David Deering 
manager of the Chaffee Park store. 

“Our entire aim in our popular- 
priced family shoe stores is for local 
management, with local managers 
doing their own buying and mer- 
chandising,” said Mr. Wallace. (He, 
with his wife, Miriam D., owns all 
the stores.) “The local manager 
knows his community, knows the 
people’s wants and learns to know 
his customers’ names as no one in 
a front office in Denver could.”’ 

The main Wallace store is in En- 
glewood, Colo. The other stores are 
in Littleton, Fort Morgan and Chaf- 
fee Park. 
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North Carolina Firm Widens Its Retail Operations 


Crystal chandeliers and French Provincial furniture set the tone of a high-grade 
ladies’ shoe department which Brittain's, inc., Raleigh, N. C., has opened in Burton's 
store at Raleigh's Cameron Village. Incorporated as A. & E. Shoes, the depart- 
ment is the seventh women's shoe operation for C. E. Brittain. He has stores in 
Raleigh and Charlotte and other leased departments in Raleigh, Durham, Chapel 
Hill and Winston-Salem, all in North Carolina. The department in Burton's, with 
George Gardner as buyer and merchandiser, will carry handbags as well as shoes. 





Adaptability of Single Pattern Viewed as Selling Tool 


WASHINGTON, D. C.—An un- 
usual approach to selling fashion 
shoes was demonstrated here at one 
session of a five-week shoe clinic ar- 
ranged by the city’s Board of Edu- 
cation with the cooperation of the 
shoe retailers in the nation’s capital. 

Bea Beste, secretary of Hamilton 
Shoe Company, St. Louis, under- 
scored the demonstration with nine 
pairs of shoes, all of them the same 
pattern and all made on a basic Del- 
manette pointed-toe last, but each 
shoe in different colors, combinations 
and materials. 

Adapting the shoes to a basic cos- 
tume by means of a_ switch-about 
plan, Miss Beste suggested to shoe 
retailers that they urge the modern 
woman to let shoes change the char- 
acter of her basic dress to meet the 
varied demands of her busy day. 

For the fashion-conscious cus- 
tomer, Miss Beste selected the single 
pattern used for demonstration in 
these ways: patent leather with 
faille trim; brown calf with black 
stitching, and black deldi suede with 
satin trim. 

For the woman who likes her 
fashion exciting and colorful, she 
suggested the pattern in beige calf 
with ombre brown trim; in bone calf 
with -yellow, green and pumpkin 
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overlays, and in iridescent Lurex 
fabric with bands of gold, pink and 
green. 

For the suit-clad or tailored-type 
women, Miss Beste showed the Del- 
manette pattern in allover brown 
calf with black stitching; in gray 
reptile with bands of white, gray 
and black; in navy silk with match- 
ing suede trim, and in a white spec- 
tator with brown trim and heels. The 
brown calf, black suede and Lurex 
versions were recommended for the 
woman with a busy social life. 

When a buyer writes his order, 
Miss Beste observed, he knows his 
store and his customers, and shoes 
are detailed to meet a need in the 
store’s stock. 

“Be sure that you as a salesman 
have this information from the 
buyer,” she said. “It will simplify 
your selling ... 

“It is not likely that one buyer 
would stock this particular pattern 
detailed nine different ways,” she 
said, referring to the Delmanette 
used for the demonstration, “but he 
might reasonably stock three or four, 
and by recognizing how the various 
types of one shoe can be merchan- 
dised to satisfy the demands of many 
of your customers, selling is simpli- 
fied and greatly accelerated.” 


Phoenix Stores Mark 
‘Ripple Sole Week’ 


TUCSON, ARIZ.—Shoe retailers 
in Tucson sponsored a “Ripple Sole 
Week” after hearing an address by 
Nathan Hack, inventor of the Rip- 
ple Sole. 

As a feature of the observance, 
April 5 to 11, they created special 
displays of shoes from the more 
than 250 U. S. shoe manufacturers 
who have adopted the sole product 
since its introduction a few years 
ago. Theme of the week was “Put- 
ting your best foot forward.” 

Mr. Hack, who has been visiting 
Tucson for several weeks, ad- 
dressed the Tucson Shoe Retailers 
Association at the invitation of 
Oscar Montano, president of the 
group. Mr. Montano organized the 
Ripple Sole Week “in recognition 
of Mr. Hack’s unique contribution 
to the shoe industry on a manufac- 
turing, retailing and consumer 
basis.” 

In his talk, Mr. Hack told of the 
events which led to the development 
of the Ripple Sole after his doctor 
advised him to retire from active 
business in 1945. 

Mr. Hack, who is 75, is chairman 
of the board of Detroit’s Hack Shoe 
Stores and honorary life president 
of the Michigan Shoe Retailers As- 
sociation. 


Middle Atlantic Travelers 
Expand Semi-Annual Shows 


PHILADELPHIA — The Middle 
Atlantic Shoe Travelers’ Association 
has announced plans to expand its 
May and November shows in this 
city’s Benjamin Franklin Hotel. The 
first of the expanded showings, fea- 
turing fall and winter lines, will be 
held May 9-12. 

Jack Weisman of Sandler Shoes, 
president of the association, said 
manufacturers, distributors and 
wholesalers are being invited to dis- 
play. 

“We are meeting the challenge of 
the great and growing Middle Atlan- 
tic footwear market in expanding 
our show activities,” he said. 
“Earlier timing and the ‘open mar- 
ket-place’ that now makes it possible 
for non-member lines as well as 
members to display, will create 
greater opportunities for both buy- 
ers and sellers in our area.” 
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Looking for VALUES? 


Look for WEIL... 


M. K. WEIL 
SHOE CO. 


» « - » at the Shows! 


Quality Cancellations and Jobs of Na- 
tionally Advertised, Branded Shoes for 
Women, Men and Children . . 
1,000 Styles in Sizeable Quantities . . 


All at a Price! 


Factory 
Fresh 
Footwear 





. Over 


© Southwest Shoe Show, Dallas 


© Popular Price Show, New York 
New York Trade Show Building, Rooms 522-524 


© Southeast Shoe Show, Atlanta..........May 3-7 


Piedmont Hotel, Parlor “‘D’’ 


May 10-13 
Adolphus Hotel, Room 1009 


© Los Angeles Shoe Show............. .May 17-20 


Alexandria Hotel, Room 821 


Quality Shoes Since ‘32 


1215 Washington Ave., Saint Louis 3, Mo. 
“WHILE IN TOWN...SEE WEIL” 


g§ 





Sheridan, Wyo., Shoeman 
Helps City to National Award 


SHERIDAN, WYO. — When this 
community was presented the “All- 
America City” award recently for 
its achievements in “citizen action,” 
a local shoe retailer was given much 
of the credit. 

The shoeman, James E. Goar, rep- 
resented the 13,500 citizens of Sheri- 
dan last summer in presenting his 
city’s “case” at the 64th National 
Conference on Government. An “All- 
America Cities Jury” listened to his 
account of Sheridan’s citizen action 
achievements during the previous 
year. The 10-minute speech—it was 
held to that length by contest rules 
—ultimately led to Sheridan’s vic- 
tory. 

The city was one of 10 American 
communities getting the award. 
Sponsors of the competition are the 
National Municipal League and 
Look magazine. 

Mr. Goar, who owns Goar’s Shoe 
Store, has given much of his time 
and talent to community projects. 
He is a past president of both the 
Sheridan Chamber of Commerce and 
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the Kiwanis Club and has been par- 
ticularly active in raising funds for 
a new hospital. 





Designed for Browsing 
SF GS a : + & 3 Pd SS 


Men's shoe customers get a chance to 
browse at Bullock's, downtown Los 
Angeles, thanks to this "very effective" 
in-store display the department has de- 
veloped. Circular table shown here, with 
Bates Originals anchored by wire clasps 
and price of each indicated near the 
toe, is one of several such tables set up 
throughout the men's shoe and hat de- 
partment. Blaine Taylor is department 
manager. 





Bench Signs at Bus Stops 
Score for Phoenix Retailer 


PHOENIX, ARIZ.—Bus-stop ad- 
vertising has proven a highly suc- 
cessful promotional asset for Lewis 
Salon Shoes in this city’s Park 
Central shopping center. 

Signs on benches at 15 bus stops, 
contracted for a _ period of six 
months, are currently inviting 
Phoenix residents to visit the smart 
Lewis Salon. The bench signs, six 
feet long, include an invitation to 
“Visit our Budget Shop” as well as 
a large reproduction of a Lewis 
shoe box, with the emphasis on 
“Lewis Designs.” 

Since the Arizona capitol is 
visited by upwards of 300,000 tour- 
ists each winter, as easterners and 
northerners escape the icy grip of 
hometown winter, applying adver- 
tising directly to bus stops has been 
particularly valuable, according to 
the Lewis management. A large 
percentage of the tourists fly to the 
city and use public transportation, 
which of course means that they 
are regularly exposed to the bus- 
stop advertising. 





Head of Foot Health Council Says: 


Tapered Toes Harmless If Properly Fitted 


NEW YORK—A prominent foot 
specialist says the tapered toes of 
today’s shoes, provided they are 
properly fitted, are no menace to the 
feet of American women. 

The statement by Dr. Joseph Lely- 
veld, Rockland, Mass., chairman of 
the National Foot Health Council, 
was circulated by the National Shoe 
Institute. Refuting the implication 
that the industry could foist a style 
upon the public which it knew to be 
harmful, NSI said: 

Foot comfort and foot health are 
as important to the American shoe 
industry as style itself . . . Since 
women’s shoes are basically low-cut 
pumps, often without ties or straps, 
the feature that holds the shoe on 
the foot has to be built into the 
design of the shoe last. This means 
precision engineering in which the 
margin of surplus length and width 
is cut down to a minimum. 

Theoretically, it is possible to fit 
the same man’s foot with shoe sizes 
ranging from 714E to 10AA, be- 
cause a man’s shoe is worn looser 


and can be tightened or loosened 
with straps or ties. But a woman 
must choose her shoes not so much 
by size as by the shape of the last 
that conforms to her foot most 
exactly. 

In today’s needle or double needle 
last, the greatest width of the shoe 
is designed to accommodate the ball 
of the foot and the toe joints. The 
shoe, when properly fitted, does not 
taper off until the “grip” of the toes 
is established. The heel must be 
snug enough to hold the foot and 
prevent it from sliding forward. 

The elongated toe under these cir- 
cumstances actually provides the 
foot with the additional comfort of 
increased ventilation beyond the 
toes. Women may find that they 
need a shoe size longer to obtain a 
correct fitting, but they will also dis- 
cover that they may take a nar- 
rower width than usual so that the 
overall size of the shoe remains un- 
changed. 

Dr. Lelyveld adds, ““Women should 
have a complete wardrobe of appro- 














FRENCH STYLING — 
AMERICAN LAST 


What styles! So-o gay, 
s0-0 captivating, so typi- 


: GENEROUS 
t 
{ 
~ 
' 
cally French. Made on : 
! 
‘ 
| 
i 
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MARK-UP 


American lasts for the 
luckiest, littlest babies 


in America. average mark-up! 


The largest factory in 
France, producing 8,000 
pairs of shoes a day, 
knows how to cut costs 
— give you better-than- 





STYLE #501 
IMMEDIATE 
DELIVERY 


Is a snap. Widths CDE 


° 
' 
: 
A huge warehouse in ! 
Norwalk, Connecticut } 
assures constant stock ; 
' control of any shoe, in : 
: any color — overnight! : 


priate shoes for business and home 
as well as their dress shoes. Most 
important of all, they should not 
wear discarded dress shoes around 
the house.” 


Bone Pattern, Not Pointed 
Toes, Blamed for Corns 

LAS VEGAS, NEV.—Those on 
the distaff side now blaming the 
pointed toe for painful corns and 
other assorted foot problems will 
not be comforted by the remarks of 
Dr. Ralph E. Owens, president of 
the American College of Foot Sur- 
geons. 

Dr. Owens, speaking before a 
meeting of the group at Las Vegas, 
asserted that the true culprit is the 
osseous or bone pattern of the foot 
itself. 

“If shoes were the cause of corns 
almost all of us would be afflicted,” 
he said. 

Dr. Owens added that most mem- 
bers of the American College of 
Foot Surgeons agree the bony pat- 
tern and ligament construction of 
the foot are the greatest factors in 
corn growth. 


He did say, however, that ill-fit- 


IitslE PIERRE 


figures on 
BETTER THAN AVERAGE MARK-UP 


Little Pierre, a born profit-maker, has 
analyzed all the angles that interest 
American baby shoe buyers. No other 
baby shoe line is in the same class. 


STYLE #1211... in white, 
washable lambskin. 

Fully lined. 

Sizes 0-3... 4-8 


Patented heel construction, 
double tanned chrome sole. 
Non-skid heel and crush 

* proof toe. Sizes 2-5. 


Write for 
Little Pierre’s catalog showing his complete line 


of shoes, and prices. 


CHAMBORD SHOE CO., INC. 
350 Fifth Avenue * New York 1, N. Y. 
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ting shoes are often a contributory 
factor. Proof is found in the un- 
happy incidence of corns on the fifth 
toe which experiences most of the 
pressure and friction from footwear, 
the chiropodist said. 


National Foot Health Month 
To Be Observed During May 
ROCKLAND, MASS.—When the 


Long-Established Chicago Walk-Over Store Remodeled 


CHICAGO—A complete renova- 
tion has taken place at the Walk- 
Over Shoe Store, one of the oldest 
shoe stores on this city’s State 
Street. Both floors have been com- 
pletely remodeled. 

The store now features footwear 
for a complete women’s shoe ward- 
robe, ranging from casuals and 
walking shoes to extremely high- 


ordinated handbags and other ac- 
cessories. This area was previously 
devoted to walking and more con- 
servative-type shoes. 

Casual and walking-type shoes 
are stocked and sold in the re- 
modeled first floor. 

The renovation included com- 
plete revamping of the windows. 
Furnishings, backgrounds, fixtures 


National Foot Health Council spon- 
sors its annual observance of Na- partment has been made into a_ throughout. 

tional Foot Health Month in May, fashion salon, complete with co- Vernon Singer is manager. 
it will emphasize “Walking as the te ES 

best exercise to improve physical 
fitness for all ages.” 

Thirty-five years ago, when the 
Council started National Foot Health 
Week its chairman, Dr. Joseph 
Lelyveld, proposed the slogan “Walk 
and Be Healthy.” It has been the 
keynote of foot health programs 
ever since. Dr. Lelyveld proposes 
that men’s and women’s service 
clubs encourage the formation of 
“walking clubs” for executives to 
get them into the open for at least 
20 minutes after lunch and again 
after dinner. 


The National Foot Health Council 
will supply such clubs and their 
members with booklets on the care 
of their feet, and advice on how, 
when and where to walk. These 
leaflets and window cards will also 
be furnished to shoe, drug and 
hosiery stores and departments to 
tie in with National Foot Health 
Month in May. The materials are 
available from the Council at P. O. 
Box 57, Rockland, Mass. 


style patterns. The second-floor de- and decorative accents are new 





Sales continue to RISE — 
up 10% for 1958! 


Shaw's steadily rising sales figures 
are definite proof of a quality prod- 
uct at prices consumers can afford 
to pay! New retailers are constantly 
getting on the Shaw bandwagon, 
and enjoying all the profits and 
benefits that go with it. 


Our unique Trade Builder way 
of supplying you with OVER- 
NIGHT service from the over 60 
Shaw distributors in every sec- 

tion of the country, gives you 

low inventories and high profits. 
Shaw shoes offer you value 
equivalent to many shoes sell- 
ing for as much as $3.00 
more at retail! Regular NAT- 
IONAL ADVERTISING in lead- 
ing men's magazines helps 
pre-sell your customers on 
Shaw's quality features, and 
brings you new customers! 


Our most outstanding NEW style in black Kordoline leather, 
three eyelet Blucher stitch-and-turn pattern, with EMBOSSED 
(PILLOW) UNDERLAY, Nylon stitched, steel arch, leather sole, 
rubber heel, on our No. 15 Combination last. IN-STOCK to 
retail profitably at $10.95. 


Brown Shoe Co. Introduces 
Portable Teen Department 


ST. LOUIS — Brown Shoe Com- 
pany announced plans for a port- 
able teen shoe department which is 
described as “so flexible it can be 
used in virtually any size family 
shoe store or shoe department.” De- 
signed and created by Harold 
Moore, manager of Brown Shoe’s 
store planning department, the new 
teen package is being offered to 
Glamour Deb, Miss America and 


Robinette retailers. 
and our new Spring flyer and catalog, 


ele MECHANICS 
According to a company spokes- showing our complete line of men’s cas- 


s 
man, “The designing of this unit tad Outdoor Life ual, dress, work and comfort shoes. 
came about when the need for sep- rt 
arate teen shopping areas in family 
shoe stores and in shoe departments 
became apparent.” 


You'll enjoy steady sales 
at good mark-up, and your 
customers will keep repeat- 

ing —— when you switch to 





NATIONALLY 
ADVERTISED IN — 


WRITE TODAY for the name of your 
nearest Shaw Trade Builder distributor, 


%, 
% 
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Shoe Conftemen and _ Models Draw Crowds 


A demonstration of 
hand-sewing of shoes, 
coupled with informal 
modeling of the fea- 
tured footwear, net- 
ted "exceptionally 
good” results for 
Robert Wilson Shoe 
Store, Hamilton, Ont. 
The event, a three- 
day promotion for 
Logroliers by A. 
Sandler, brought 
steady traffic. Mod- 
els from local agency 
wore new sweater 
styles along with 
shoes. Sweaters are 
new accessory line 
at the store. Wilson's 
launched the promo- 
tion with a dramatic 
newspaper ad de- 
picting a shoe crafts- 
man at work on his 
bench. 





Vivier-Dior, Jourdan Join 
To Market $20-to-$30 Line 
PARIS—“Ready to Wear Chris- 
tian Dior-Vivier-Jourdan” will be 
the name of a new line of lower- 
priced shoes slated to be in Paris 
high-fashion stores by June. 
In joining forces with Charles 


Jourdan, Vivier-Dior will enlarge 
its scope by putting on the market 
high-style shoes to retail for ap- 
proximately $20 to $30. The shoes 
will be made in M. Jourdan’s Se- 
in Romans, Drone, 
largest factories in 


ducta factory 
one of the 
France. 


New NSI Headquarters 
Opened at Rockefeller Plaza 

NEW YORK—New headquarters 
for the National Shoe Institute have 
been opened in the offices of the 
Lynn Farnol Group, which handles 
the NSI’s_ public relations. The 
modern quarters at 50 Rockefeller 
Plaza serve a dual function as board 
room and display center. 

Inaugurating use of the board 
room was the March meeting of the 
executive directors of NSI’s mem- 
bers associations — National Shoe 
Manufacturers Association, National 
Shoe Retailers Association, National 
Association of Shoe Chain Stores, 
and New England Shoe and Leather 
Association—and their fashion di- 
rectors. 

For visiting editors, a display ap- 
paratus with shoe brackets permits 
showing of 15 to 20 pairs on one 
style theme. The initial display is a 
group of women’s summer casuals. 
Also to be shown are “summer 
leisure shoes” for men, boots in a 
back-to-school promotion for chil- 
dren, and walking shoes in brown 
for women and others. 








For Men Sizes 6 to 12 
_ a - 
8700 $9.95 
8774 $11.95 

For Ladies 
Sizes 4 to 9 C wide 


9779 = $9.95 
9669 $8.95 


2 Famous Numbers 


Style No. 9999 

chic N Retail $4.95 
Style N o. 8888 
Suggested Retail $5.50 








BASEBALL SPIKES 


pre 7 


6705 $4.95 
6700 


$5.95 
6607 $6.95 





Pillow 4 Eye Underlay 


#558 Black 
22-7 ($4.50) 7'/2-11 ($5.00) ABCD 


#559 Tan 
22-7 ($4.40) 7'/2-11 ($5.00) BCD 


for BOYS 
BIG BOYS 
YOUNG MEN 





Combining “cool” styling with real quality construction 
these YOUNG BENDERS lead the parade in sale-ability 
and profits. Write for IN STOCK catalog and get the 
full story. Made and sold by BENDER SHOE CO., 


Somerset, Pa. 


Seas eza sided idsiddsigs isis 


G bead 


GOTHAM SHOE MFG. 











CO., Inc. Binghamton, N.Y. 
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¢ Obituaries 


Paul Litchfield, 83, Dies; 
Retired Goodyear Chairman 

PHOENIX, ARIZ. — Paul Weeks 
Litchfield, 83, honorary chairman of 
the board of Goodyear Tire and Rub- 
ber Company, Akron, O., died last 
month in a Phoenix hospital. He had 
undergone surgery several days be- 
fore. 

Mr. Litchfield had retired last Oc- 
tober as board chairman and chief 
executive officer of Goodyear. He 
spent 61 years in the rubber industry 
and joined Goodyear in 1900 when 
the company was two years old. 

Surviving are his wife, Florence, 
and two daughters, Mrs. Howard 
Hyde and Mrs. A. Wallace Denny. 


MEYER EVANS, 54, a sales rep- 
resentative for the Fashion-Bilt Shoe 
Company, Pontiac, I1]., manufac- 
turer, died March 23 at his Chicago 
home. Surviving are his widow, Es- 
telle, and two sons, David and Rich- 
ard. 


LUCIEN H. LAMOUREUX, 70, 
founder and for many years co- 
owner of the Lamoureux & Mon- 
geau Shoe Store, Fall River, Mass., 
died March 20 after a short illness. 
He retired several years ago. He is 
survived by two sisters and three 
brothers. 


LEWIS C. LUCAS, who retired in 
1957 as manager of an Endicott 
Johnson Shoe Store in Wilkes- 
Barre, Pa., died March 19 after suf- 
fering a heart attack. Mr. Lucas, 
who had served 45 years with the 
company, is survived by a son, Carl, 
in the Navy; four brothers and a 
sister. 


HAROLD HESIDENCE, 51, owner 
of Hesidence’s Shoe Store in Cleve- 
land, died March 27. He had worked 
for the Cort Shoe Company, Cleve- 
land, for 25 years before opening 
his own store three years ago. Sur- 
viving are his widow, Thelma; a 
daughter, Mrs. Lois Fordham; two 
sons, Jack and Edward; two broth- 
ers, two sisters and a grandson. 


E. L. KELTON, owner of the shoe 
department in Gus Roos Company, 
Dallas clothing store, died March 
28 after a six-week illness. Mr. 
Kelton, who had been in the shoe 
business in Dallas for over 35 
years, is survived by his widow and 
a sister. 
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T. M. (MILTON) COX, 81, a re- 
tired shoe traveler, died last month 
in Paris, Tex. Mr. Cox, who began 
his traveling career in St. Louis be- 
fore the turn of the century, had 
worked for the old Hamilton-Brown 
Shoe Company until 1932. He re- 
tired in 1950. Surviving are his 
widow; a son, T. M., Jr., and a 
daughter, Mrs. Marshall Terrell. 


OLIVER C. RITZ-WOLLER, 76, 
inventor of the Ritz foot measuring 
device, died March 20 in his home 
in Eimhurst, Ill. He was founder of 


the American Automatic Devices 
Company. He also invented several 
candy making machines. 


CARROLL M. WHITNEY, retired 
manager of Emerson & Whitney 
Company, Meriden, Conn., retail 
shoe and hosiery firm, died last 
month after a long illness. A 
veteran of over 50 years in shoe 
retailing, he started at Wrights’ 
Shoe Store, Keene, N. H. In 1923 
he and a partner formed Emerson & 
Whitney. Mr. Whitney is survived 
by his widow, Florence M. 
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WATERPROOF 


UNHAM'S. DURAFLEX) 


WE TELL - 
YOU SELL! 


In March, April and May, we'll 
tell 15,000,000 readers of 
SPORTS AFIELD, OUTDOOR LIFE 
and FIELD & STREAM about 
WATERPROOF Dunham's Durafiex 
Leather Boots. Tie-in with 

the unique PROFIT features of 
Dunham's Duraflex — the 
WATERPROOF leather boots 
that let feet breathe! ORDER 
TODAY! 


In stock for immediate delivery 





pares 


RM 
FAR" pLAYBOY 





For complete 
information, 
write today. 


SEE 
DUNHAM BROTHERS COMPANY 
BRATTLEBORO, 


Distributed in the East by DUNHAM BROTHERS COMPANY, Brattleboro Vt. 
— in the Midwest by AINSWORTH SHOE COMPANY, Toledo Ohio 
— in the Southwest by B. ROSENBERG & SONS, New Orleans, Lo. 
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Color in Coordination 


This canvas carrousel skimmer gets the 
spotlight in a Shoe Fashion Board of St. 
Louis promotional release. The shoe is a 
merry-go-round of bright, vibrant blue, 
green, yellow and orange stripes on a 
ribbed crepe sole, by Resort Aires. A 
matching handbag and head scarf com- 
plete the group. 





Thom McAn has announced open- 
ing of a family store in the El 
Rancho center at Tucson, 


Ariz. 


e Retail Openings 


Nordstrom’s ‘Rack’ Debuts 


Nordstrom’s Fifth Avenue Shoe 
Store at Seattle, Wash., has opened 
a new department called “The Shoe 
Rack” in the remodeled downstairs 
store. More than 12,000 pairs of 
women’s shoes of all types and sizes 
will be on display in the section, 
which consists of 69 racks on 
wheels. 

About 150 pairs of shoes, ar- 
ranged according to width and 
color, will be displayed in each of 
the most common sizes. Special 
prices on many makes will be put 
on shoes in the racks, as the start 
of a new merchandising system to 
keep stocks up to date. 

Donald McGehe, formerly of 
Nordstrom’s Northgate store, will 
manage the downstairs Shoe Rack. 
He has been in the shoe business 
15 years. 

oe a * 

George Shapiro, who for 18 years 
has operated Smith Shoes in Mid- 
dletown, Conn., has moved the busi- 
ness to larger quarters at 334 Main 
St. The new store, which caters to 


women and children, is more mod- 
ern and is air conditioned. 


An electric conveyor carries cases 
of shoes from the basement to the 
selling floor in a new Baker’s store 
in Columbus, O. The store, at 123 
S. High St., is in the same block as 
the old site but offers much more 
space. The salesroom, 150 feet long 
and 40 feet wide, has 82 chairs. The 
all-electric conveyor is described as 
the first of its kind in the state. 

Adolph Samuel, with Baker's 
Shoes for 22 years, is the manager. 


Tall Styles, Inc., of Milwaukee 
has opened a shoe department ex- 
clusively for tall women. The new 
department is managed by Charles 


Wolfson. 


Henry Love, who five years ago 
opened Love’s Shoe Store in Kin- 
ston, N. C., has added a family shoe 
operation under the same name in 
Henderson, N. C. Gray carpeting 
and limed oak fixtures have been 
installed. Macon Aycock is man- 
ager. 





Eduardo Arriga is manager. 


The demand for closed toe 
and heel shoes continues to 
grow. See why retailers 
are changing 
to DUO-FLEX 


Available in black kid to retail with 
long mark up at $10.95 


Latest stock catalog will 
be mailed on request. 


THE P. HAGERTY SHOE C0., Washington C.H., Ohio 
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The finest quality shoe boards come from 
the members of the National Shoe Board 
Conference. 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 
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Twenty thousand pairs of shoes, 
including both men’s and women’s 
lines, are stocked in a new A. S. 
Beck salon in the Central Plaza 
shopping center at St. Petersburg, 
Fla. The store, created by Charles 
Spector, Beck’s vice-president in 
charge of store designing, has a 
color scheme of pink and white. 

Carpeting throughout the store 
is in the American Beauty shade. 
Ceilings are pink in the women’s 
salon. White walls in Japanese 
strawpaper surround the salon, 
with pastel shaded chairs provid- 
ing a subtle color accent. 

The design provides for a sepa- 


rate men’s salon. 
© + * 


Self-Service on Balcony 


A 60 x 25-foot space on the bal- 
cony at Wells & Frost, Lincoln, 
Neb., independent family footwear 
store, has been converted into a 
self-service department for women’s 
and children’s shoes. President 
Jack Wells said the move was made 
to permit the firm to expand into 
a lower-price bracket to meet chain- 
store competition, to build traffic 
and to reduce clearance stocks. 


An experienced fitter will be on 
duty at the checkout counter to as- 
sist customers when needed, and 
to make sure proper fit is obtained 
on final selections. This is in line 
with the store’s policy of “fit-comes- 
first.” Upholstered seats have been 
installed in a carpeted area at one 
end of the self-service area so that 
customers can try on shoes. 


After 11 years in Phoenix, Kiamy 
Shoes has opened a branch store in 
an outlying shopping center. The 
new unit, with 3600 square feet and 
40,000 pairs of shoes, features three 
large oil paintings depicting the 
story of shoes from the animal to 
the finished product. 

According to co-owner Joffre 
Kiamy, the firm plans further ex- 
pansion in Arizona. Manager of the 
new store is Rex Terrell, who had 
been assistant manager at the 
downtown shop. 


Speers, Los Alamos, N. M., de- 
partment store, has added a com- 
plete shoe department in its new 
store, which opened recently. Man- 
aging the department is James E. 


Edwards, who has a shoe store of 
his own in Altus, Okla. 


Karl’s Adds 3 at Denver 


Within four months after Karl’s 
Shoe Giant Company opened six 
self-service stores in Denver, the firm 
has added three more stores on the 
city’s outskirts—at 2615 S. Broad- 
way, 6330 W. Colfax Ave. and 5800 
Wadsworth Blvd. in Arvada. 

The openings were heralded with 
double-page and full-page advertis- 
ing spreads with headlines, “We've 
rushed in a mountain of shoes!,” 
“If you’re not wearing Karl’s shoes, 
you’re paying too much,” and “First 
Quality Shoes at the lowest possible 
prices.” Opening days were held on 
Thursday, Friday, Saturday and 
Sunday (Karl’s stores are open 
seven days a week) with free gifts 
of balloons, lollipops and shopping 
bags, and extra gifts of model kits, 
paint sets and pearl necklaces with 
hosiery purchases. 

Officials said that the grand open- 
ing almost emptied their shelves in 
the three stores, forcing them to 
rush in 180,000 additional pairs of 
shoes. 





SNAPPY 


CAPELLA 


2 Cheap ages 


The above shoes are just three examples of Dickerson’s full line of pigskins, whites, and meshes for spring and summer. 


wn. 4A 


spring shoes 


with no inventory 


investment 


You can get immediate delivery on any of Dicker- 


son’s full line of shoes . 


OA. 


. anytime . . . anywhere. 


Dickerson maintains a complete range of sizes, 


styles, colors and materials. This in-stock plan 


makes possible prompt delivery on any Dickerson 


shoe you desire . . . saves you time and money. And 


in-stock catalog. 


ordering is convenient and easy with Dickerson’s 


Write today for your Dickerson 
in-stock catalog. No obligation 


THE WALKER T. DICKERSON CO....COLUMBUS 15, OHIO 


New York Office: 417 Marbridge Bidg., 34 West 34th Street, New York, N. Y. 
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Melville 58 Net Sales 
Rise 4.7%, Profits Dip 


NEW YORK—Melville Shoe Cor- 
poration, which operates the Thom 
McAn, Miles and John Ward chains 
and the J. F. McElwain factories, 
reported the highest net sales in its 
history for 1958. The total, $136,- 
436,124, showed a 4.7 per cent in- 
crease over sales of $130,355,538 for 
1957. 

Net earnings for last year, how- 
ever, were 2.8 per cent lower than 
in 1957—$5,680,639 as against $5,- 
847,076. Earnings per common share 
were $1.80 as compared with $1.86 
in 1957. Melville paid $1.55 per 
share on the common stock against 
$1.80 the previous year. 

In their comments to stockholders, 
Ward Melville, chairman, and Rob- 
ert C. Erb, president, said, “The re- 
duction of something less than 3 per 
cent in net earnings reflects the con- 
tinuing increase in the cost of do- 
ing business. This increase, in turn, 
is due largely to our expansion pro- 
gram which entails important non- 


recurring expenses. Each new store 
adds immediately to sales volume 
but generally opening expenses ad- 
versely affect its earnings for the 
first year.” 

The two executives added, “Con- 
sidering the generally cheerless eco- 
nomic forecasts made early in the 
year by most economists, your man- 
agement, though not completely sat- 
isfied, is encouraged by the present 
trend and by the final results for 
the year.” 


3-Month Sales Rise 12.5%, 
Income Up 24% at U. S. Shoe 


CINCINNATI, O.—United States 
Shoe Corporation reported a 24.2 per 
cent increase in net income and a 
12.5 per cent increase in net sales for 
the three-month period ended Febru- 
ary 28, in comparison with the cor- 
responding period of 1958. 

Income after taxes amounted to 
$891,384 as compared with $717,903 
the year before. These figures are 
equivalent to 80 cents and 64 cents, 
respectively, per common share. 

Net sales totaled $12,888,679 for 
the three months as against $11,461,- 
052 last year. 


Vulecan’s Shoe Last Business 
Gains While Total Sales Dip 


CINCINNATI, 0.—Although total 
company sales for 1958 declined 
slightly from the previous year’s fig- 
ure, Vulcan Corporation’s shoe last 
business “reached a new high in 
sales and net profits,” President 
Joseph B. Reynolds said in his an- 
nual report to shareholders. The de- 
mand for new lasts was constant 
throughout the year, he added. 

“Some shoe manufacturers are 
now experimenting with a new spoon 
toe and oval toe which may fore- 
shadow a complete change of style 
in the not too distant future,” Mr. 
Reynolds told stockholders. 

Now that Vulcan has opened a 
plastics injection-molding plant in 
Portsmouth, O., making plastic shoe 
heels to supplement the company’s 
wood heels, Mr. Reynolds declared, 
“it would seem that we have good 
reason to expect an increase in our 
business.” 

Vulean Corporation’s 1958 sales 
amounted to $6,215,000 as compared 
with $6,471,000 the year before. Net 
earnings were $456,370, or $1.80 per 
common share as against $1.93 for 
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Made to specifications of official 
drill teams and bands. Top 
quality—made on boot lasts. 
511i—Sizes 5!/2-8 .. $4.00 
512i—Sizes 8'/2-12 . $4.20 
5122—Sizes 12!'/2-3 . $4.45 
5323 (stitch down) 
$4.95 

Size 10. .35¢ extra 

5323 (Littleway) 
Sizes 4-9 
Size 10. .35¢ extra 
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207 Essex Street, Boston 11, Massachusetts 
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© What's New 


Molded Plastic Line to Be Marketed in Misses’ Sizes 


NEW YORK—A new line of 
molded plastic shoes in misses’ sizes 
will be introduced shortly by Inter- 
continental Shoe Corporation, New 
York City. Some 20 styles will be 
marketed nationally under the 
trademark “Orbits” at retail prices 
from $1.99 to $3.99. 

The soles, heels and vamps will 
be molded in one piece from a spe- 
cial compound called “Vinylteen,” 
developed in the laboratories of 
Union Carbide Plastics Company in 
cooperation with Intercontinental. 
H. B. Johansen, president of the 
shoe firm, expressed the feeling 
that the process would “revolution- 
ize” shoe production methods. 

The shoes will be marketed in 11 
colors as well as black and white. 
The plastic material, described as 
lightweight, flexible and durable, 
reportedly will not scuff or stain 
and can be wiped clean with a damp 
cloth. In addition, it is claimed, the 
shoes will retain their shape. 

The manufacturer guarantees to 


replace the shoes if the sole wears 
out before they are outgrown. 

A special pattern is incorporated 
in the sole to make the shoes skid- 
proof. 


Plywood Heel for Casuals 
Gives the Effect of Stripes 

LAWRENCE, MASS.—A new ply- 
wood heel design, made with a spe- 
cial maple wood, has been developed 
by Mears Heel Company for use on 
casual-type shoes. 


According to the company, it offers 


the appearance of stacked leather 
and fiberboard heels but is said to 
be much lighter and “far less expen- 
sive.” 

The Mears Ply-Heel, developed 
with a special combination of lami- 
nated hard maple, gives the effect of 
light and dark stripes. Company of- 
ficials say it has the weight advan- 
tage of wood, and interesting effects 
can be obtained by the application 
of different types of finishes on the 
material itself. 

The higher-type heels are doweled 
both with steel dowels and heavier 
wood dowels, and may be attached 
and top-lifted in the regular manner, 
the firm says. 


Aerosol Shoe Shine Spray 
NEW YORK—A shoe shine spray 
in a 12-ounce aerosol can is being 
marketed by George Palermo Prod- 
ucts, New York, under the name 
“Spra Shine.” According to the 
firm, the product contains lanolin 
and silicones and is made in a neu- 
tral color to shine footwear of all 
shades. No rubbing or brushing is 
required, the company adds. 





Your Customers 
Buy Good Shoes 





Brown, blue, white, maple, 
red, black. 

Sizes 4 to 10. 

AAAA to C. 

Retail about 


9.95 


Red, brown, bive, black, 
white. Sizes 4 to 10, 
AAAA to D. 

Retail about 

10.95 


THEY DESERVE A QUALITY DRESSING 


MELTONIAN 
CREAM 


AGENTS 
SALOMON & PHILLIPS 
New York 16, N. Y. 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 
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In-Curving Heel from Paris 


The in-curving shape of the “shock heel" 

is big news in this wisteria-colored pump 

with tapered toe, designed by Roger 
Vivier for Christian Dior. 





Regano Adds Soft Box Toe 
For Use with Split Vamp 


HAVERHILL, MASS.—A new 
soft box toe has been added to the 
Fade-A-Way line of the Regano Box 
Toe Company here. It is designed 
for use in conjunction with the split 
vamp operation widely used in the 
manufacture of women’s light- 
weight, high-fashion, unlined foot- 
wear. The box toe is skived to pro- 
vide beauty of toe contour and is 
said to be resilient and to possess 
great tensile strength. 


Easiest line to sell because it’s most in de 


N 


and your market will keep 
growing BIGGER—thanks 
to Danskin’s national 
advertising campaign in 


SEVENTEEN 
NEW YORKER 
MADEMOISELLE 


NEW YORK TIMES 
MAGAZINE 


DANCE 


SKATING AND 
SKI MAGAZINES 


fo. 


the finest quality 
TIGHTS 
LEOTARDS 
TRUNKS 
full- fashioned 


for perfect fit— knit of 
HELANCA stretch nylon 


DANSKIN, INC. 437 


FIFTH AVENUE, NEW 


YORK 


e Trade Literature 


Adopt Planned Advertising Program, I.S. Tells Retailers 


AVOID “hit or miss” advertising. 
Plan your advertising and promotion 
program at the beginning of each 
year and season, and stick with it 
even if dividends aren’t immediately 
evident. 

Independent Shoemen offers this 
service to the independent, medium- 
or smaller-sized retailer as the best 
means of realizing the full potential 
of his limited advertising budget. 
The subject is covered in “How to 
Get the Most from Your Advertising 
Dollars,” latest booklet in the I. S. 
series for retailers, ‘Operational 
Know-How.” 

“Most independent shoe retailers, 
capable as they are, have had little 
advertising experience,” the booklet 
points out. “Because they have 
never really seen the full pay-off po- 
tential of planned advertising, they 
tend to dismiss it as an expensive 
luxury which only the larger firms 
can afford. 

“Yet the retailer who neglects his 
advertising for cost or other reasons 


U. S. Patents No. 2,697,925 
No. 2,706,389, No. 2,799,023 
STYLISTS 


16, N. Y. © AMERICA’S FOREMOST 


AND MAKERS 


is actually trying to sell his shoes 
under wraps.” 

The I. S. booklet, third in its newly 
launched educational program, de- 
scribes in detail how the average 
retailer can go about setting up a 
“correct” advertising budget. It 
tells how to allocate his dollars for 
each department according to the 
season, his needs and for special 
promotions, and how to pick media. 


High-Pressure Moulding 


A BROCHURE discussing com- 
prehensively the making of high- 
pressure moulded footwear has been 
released by C. I. C. Machinery, Inc., 
Boston. 

Entitled “The Story of C. I. C. 
High Pressure Moulded Footwear,” 
the brochure provides 17 pages of 
information and illustrations on 
such subjects as types of machines, 
moulds, controls and metal last de- 
sign. Easy to read in large 8% x 11 
inch size, the brochure is available 
on request to the company. 





mand by consumers— 


Sell...Sell... Sell 
The Biggest Market 
in Danskin History! 


More and more — little girls are 
living in Danskins! Delightfully 
snug-fitting—so easy to care for 
— so comfortable, for playtime, 
indoors or out! Mixed or 
matched with leotards, Danskin 
tights are all-time favorites, too, 
for little ballerinas and skaters. 
Famous for their knitted-in 
flawless fit — they wash and dry 
quickly! 


NEWEST COLORS, PATTERNS, ° 
STRIPES AND TEXTURED LOOKS! 
FULL FASHIONED TIGHTS— 

for Children from $3.50; 

for Women from $3.95 
SEAMLESS TIGHTS— 

for Women $4.95 
LEOTARDS— 

for Children from $3.50; 

for Women $4.50 


TRUNKS—for Children $1.65; 
for Women $1.95 


All prices are retail. In stock for 
immediate delivery and fast fill- 
ins. Order direct. Write for com- 
plete information and catalog BJ. 


OF TIGHTS, LEOTARDS AND TRUNKS 
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¢ About Shoe People 


Herbert L. Sommer, who for over 
20 years was president and general 
manager of Sommer and Kaufmann, 
San Francisco area retail shoe firm, 
has joined Lawrence B. Taylor, Inc., 
data processing consultants, ana- 
lysts and systems architects. He 
will serve the Burlingame, Calif., 
firm as vice president and the di- 
rector of its retail division. 





It’s Worth $140,000! 


Manhattan shoe salesman Henry Yoker, 
Jr. displays the ticket that won him 
$140,000 {before taxes) in the Irish 
Sweepstakes. The horse he picked, Oxo, 
was the victor in England's Grand Na- 
tional Steeplechase. Mr. Yoker, 29, said 
he would take it easy for a couple of 
weeks but doesn't think he'll quit his job 
at J. J. Slater and Hanan, 533 Madison 
Ave., New York City. 





Edward Myers has been pro- 
moted to a post as manager of the 
Modern Shoe Store at 327 Mont- 
gomery Ave., Providence, R. I. He 
succeeds Louis Ciaramello. 

a * . 

Louis Sutter, operator of Sutter 
Shoe Store, Chesaning, Mich., is re- 
tiring from business. He has sold the 
firm to Elmer Farley, who is having 
the store building remodeled. 


Harold and Marguerite Evans, 
who operated Evans Shoe Store, 
Berryville, Ark., for 32 years, have 
moved to Norwalk, Calif. There 
they have opened a store under the 
name U Serve Shoeland. 

e e * 

Michael Chianelli has been named 
manager of a Chandler’s salon on 
Elm Street, Dallas, succeeding 
Claude Pipkin. The latter moved to 
Milwaukee to head a new Chand- 
ler’s. 
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Mary Brouwer Hickman, presi- 
dent of Brouwer’s five retail shoe 
shops in Wisconsin and also vice- 
president of the Brouwer Research 
Foundation, has departed on a 
lengthy journey through Australia, 
Asia and the Pacific. She left Mil- 
waukee April 1. Included on her 
itinerary are Tokyo, Hong Kong, 
Manila, Sydney and Melbourne. Re- 
turning via New Zealand, the Fijis 
and Hawaii, she will be home about 
June 20. 


Seattle Show April 26-28 


SEATTLE—The Pacific North- 
west Shoe Travelers will hold their 
Fall Shoe Fair April 26-28 at the 
New Washington and Stewart Ho- 
tels, here. Timing of the show is 
two weeks earlier than in 1958, and 
officials of the organization are con- 
fident the advanced dates will be 
better for visiting retailers. 

Over 300 lines will be on display, 
the association said. Addressing the 
Monday breakfast will be Lloyd W. 
Nordstrom, head of Nordstrom’s, 
Inc., Seattle. 
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Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 
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55 Madison Avenue, New York 10, N.Y. 
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Tanners’ Meeting Finds Economic Outlook Dark: 
Leather Situation Means Firm or Higher Shoe Prices 


The current hide shortage is ex- 
pected to continue well into 1960. 
The result: high and increasing 
leather prices which will prevent 
any price relief for the shoe in- 
dustry in that period. One con- 
sequence is a rising influx of 
leather substitutes in footwear. 


PALM BEACH, FLA.—The cur- 
rently chaotic state of prices and 
supplies of hides and leathers re- 
sulted in heavy attendance at the 
Spring Meeting of the Tanners’ 
Council, held here late last month. 

Tanners were presented with 
some of the grim facts of life fac- 
ing the shoe and leather industry in 
the months ahead concerning costs, 
prices and supplies. 

The short-term and long-term 
forecast: cold and cloudy, with 
little hope for sun or warmth in the 
immediate economic outlook. 


Summed up from the shoe indus- 
try’s standpoint, this means that 
manufacturers and retailers (as 
well as consumers) can expect to 
live with firm-to-higher prices as a 
result of high, and possibly still 
higher, leather prices. 

Ralph H. Ewe, president of the 
Tanners’ Council, stated at the 
opening of the meeting that the 
currently chaotic condition in hide 
and leather (and shoe) markets has 
come as a result of an explosive 
break-through in the long-term sta- 
bility of raw material prices and 
supplies, 


Past Stability Deceptive 


“For about five and a half years 
most of our raw materials stayed 
within an exceedingly narrow 
range, which was remarkable. Most 
of the trade was lulled into believ- 
ing that this stability and abnor- 
mally low raw material costs were 
to be permanent,” said Mr. Ewe. 

“But within the past few months 
we have witnessed the impact of 
major changes such as other indus- 
tries have absorbed over several 
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years. We are suddenly confronted 
with the need for a substantial re- 
adjustment in the entire structure 
of leather and leather product 
(shoe) prices.” 

Some of the startling facts emerg- 
ing from the meeting were: (1) that 
today’s hide and leather prices are 
from 60 to 100 per cent higher than 





G. Schnitzer, head of the Shoe, 
Leather and Allied Trades division 
of the U. S. Commerce Department; 
Irving R. Glass, executive vice-pres- 
ident of the Tanners’ Council; Leif 
Kronen, Council secretary, and 
Fred W. McQuibben, Council econ- 
omist. 

The panel urged tanners not to 


Round-table panel members at Tanners’ Council Spring Meeting were: (seated, 

left to right) Ralph H. Ewe, president, Tanners’ Council; Dr. H. E. Luedicke, editor, 

New York “Journal of Commerce"; Julius G. Schnitzer, U. $. Commerce Depart- 

ment, and (standing, left to right) Irving Glass, executive vice-president, Tanners’ 

Council; Leif C. Kronen, Council secretary; Fred W. McQuibben, Council economist. 

Missing from photo is seventh panel member, Russell Ives, director of marketing, 
American Meat Institute. 


those of a year ago—with possibil- 
ity that they may go even higher; 
(2) that there are no signs of relief 
from increased supplies of raw ma- 
terials, and (3) that the threat of 
leather substitutes becomes seri- 
ously intensified. 

A penetrating analysis of past, 
present and forthcoming conditions 
surrounding the leather industry— 
with obvious consequences for the 
shoe industry—was presented by a 
panel of qualified spokesmen: Ralph 
H. Ewe, Council president; Dr. H. 
E. Luedicke, editor of the New York 
Journal of Commerce; J. Russell 
Ives, director of marketing of the 
American Meat Institute; Julius 


“stampede” in the face of high and 
rising hide prices. It strongly urged 
a policy of “replacement - plus” 
operation, which means setting 
leather prices on the basis of prices 
paid for current hide purchases, 
plus other costs, plus a profit. It 
warned against speculative prac- 
tices. 

The panel said that shoe manu- 
facturers and retailers feel increas- 
ingly that there is a limit to the 
number and amount of shoe price 
rises that can or will be absorbed 
by them and consumers alike. 
(Note: one reund of shoe price 
rises took place for spring, 1959, 
with the second round certain for 
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fall, and possibility that a third 
round may occur for spring, 1960. 
This would result in three shoe 
price rises in a year, a new record 
for the postwar era.) 

The leather price outlook hinges 
almost wholly on the raw materials 
supply outlook—and the latter, as 
shown graphically by the panel, is 
bleak. The figures point this up. 
Between 1954 and 1957, total do- 
mestic supply of cattle hides ranged 
between 26 and 28 million. In 1958 
the supply dropped sharply to only 
25 million hides. And in 1959 the 
outlook is for a total hide output of 
about 25% million—in a year when 
shoe production — hence leather 
consumption needs — will reach a 
peak. 

The panel declared that a con- 
tinuation of the high level of U. S. 
hide exports, which have been aver- 
aging around five million a year, 
“can present the shoe and leather 
industry with a condition of drastic 
supply shortages.” Imports of for- 
eign hides have been insufficient to 
fill the gap. There is good chance 
that the tariff on imported hides 
(about one cent a pound) may be 
eliminated to stimulate an _ in- 
creased flow of imports. However, 
few tanners expect major relief 
from this source. 


Reds Buy Up Hides 


The panel observed that Russia 
and her satellite countries have 
been extremely active in world hide 
markets, buying up supplies and 
bidding up prices. The Communist 
nations feel they must fulfill their 
long-delayed promises to increase 
the production of consumer goods, 
shoes included. Shoes will be a spe- 
cial target of increased output, and 
this has stimulated strong hide buy- 
ing on world markets by the Rus- 
sians. Consequently, available sup- 
plies for the U. S. have been re- 
duced. 

What has caused the sharp cur- 
tailment in domestic hide supplies, 
resulting in the strong rises in hide 
and leather prices? The panel cited 
the grim facts with figures. The 
U. S. is presently undergoing a 
“cattle building cycle.” This means 
that cattle herds are being built up 
rather than going to market for 
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No Early Relief Seen; Hides to Stay Scarce 


slaughter. Despite the strong de- 
mand for beef, meat packers are 
low on inventories and have even 
had to increase their meat imports. 
Catile ranchers, now with lush pas- 
ture lands and low-feed costs, are 
fattening their cattle in expectation 
of receiving better prices later. 
This building up of cattle popula- 
tion—and holding back on slaugh- 


Sherman Howes, Jr., president of 
Leather Industries of America, presides 
at LIA presentation of leather gift prizes 
during Tanners’ Council Spring Meeting. 


ter—has been in steady process 
over the past couple of years. It is 
expected to continue through 1959 
and well into 1960, according to 
panel spokesmen at the Tanners’ 
meeting. And here, it was pointed 
out, is the key to the price outlook. 

For example, in 1956 we had a 
supply of over 28 million hides. Our 
shoe production that year was 592 
million pairs. In 1958 our hide sup- 
ply dwindled to 25 million, to pro- 
duce almost the same shoe pairage. 
In 1959 there will be little change 


in hide supply, but shoe production 
will be over 600 million pairs. 

The present cattle population 
stands at about 97 million. By 
year’s end it will have risen to 
about 101 million. While a slight in- 
crease is expected in cattle slaugh- 
ter, a corresponding decrease is ex- 
pected in calf slaughter. 

The panel presented an enlight- 
ening background story on how the 
current market conditions have 
come about. Prior to 1952, our level 
of hide supply ranged around 20 
million or below per year. Then 
abruptly, into 1953, a tremendous 
rise in hide supply occurred —a 
rise to a new plateau of about 25 
million, which remained steady 
through 1956. This was the result 
of consistently heavy slaughter. It 
did two things: For the first time in 
U. S. history we became a hide- 
surplus and hence a hide-exporting 
nation. And secondly, it held hide 
prices to a stable level over an al- 
most unprecedentedly long period. 

However, in 1956 we began to 
dip into the surplus barrel, and in 
1958 we cleaned out the barrel com- 
pletely. And with the empty supply 
barrel the price stability suddenly 
broke. It has been this that has 
created the chaotic supply and 
price conditions for hides, leathers 
and shoes. 


Prices to Stay High 


What is the outlook? The panel 
presented a combined realistic-pes- 
simistic picture. Except for some 
fluctuations throughout 1959 (such 
as a seasonable rise in hide supplies 
in the fall), prices will continue 
high. The supply—and hence the 
price—picture should begin to im- 
prove appreciably in 1960. The 
panel pointed out that “unexpected 
eruptions” can take place (such as 
a sudden decision by cattle growers 
to send cattle to market in larger 
numbers), but that “historically it 
seems unlikely.” 

However, an interesting observa- 
tion emerged from the panel com- 
ment. Starting sometime in the 
early 1960’s, hide supplies should at 

(CONTINUED ON NEXT PAGE) 
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some point leap to a new plateau of 
around 30 million, just as they rose 
sharply from a plateau of 20 mil- 
lion to 25 million from 1952 to 1953. 
This, admittedly, is a long time to 
wait for a new period of price sta- 
bility to set in. 


Threat of Substitutes 


Of deep concern to all hide deal- 
ers and tanners present at the 
Spring Meeting was the rising in- 
fiux in the use of leather substitute 
materials in shoes — the conse- 
quence of the sharp rise in leather 
prices. Several tanners reported 
that many of their customers were 
either using, or planning to use, 
non - leather materials in shoes 
where previously leather had been 
used. 

The panel warned tanners that 
the situation was “serious and had 
good chance of worsening.” Irving 
Glass called substitutes the “Achil- 
les heel” in the present leather and 
hide market dilemma. He said that 
a one per cent increase in the use 
of substitute shoe upper materials 
would result in a decline in con- 


sumption of 330,000 hides. Thus, a 
10 per cent rise in shoe upper sub- 
stitute materials would result in a 
consumption loss of nearly 3.5 mil- 
lion hides—“‘more than enough to 
break the hide market,” said one 
panel member. 

Another point of concern at the 
meeting was the rise in footwear 
imports, which reached nearly 30 
million pairs in 1958, about twice 
the 1957 figure. About 10 million of 
these were leather shoes, the re- 
mainder plastic and other non- 
leather types. The latter are ex- 
pected to show another very big 
increase in 1959. 


‘Sharp Price Readjustments 

Tanners at the Florida meeting 
felt and stated that the leather and 
shoe industry, like it or not, was 
going to have to adapt to “sharp 
price readjustments” in leather and 
footwear. President Ewe cited this: 

“If there were huge inventories 
of leather or shoes, perhaps the full 
force of the necessary change could 
be cushioned. We know, however, 


that stocks are pretty modest. The 
fear of recession in 1957 and 1958 
was an effective restraint upon any 
kind of inventory accumulation. 
Consequently, costs and prices have 
to be brought into line as quickly 
as possible. 

“Viewing the industry as a com- 
posite, from tanner to retailer, our 
first task is to shed our inferiority 
complex. You have heard the oft- 
repeated opinion that shoe prices 
must not be touched lest volume be 
lost. Here is an economy in which 
virtually every product has moved 
up at least 50 or 60 per cent in the 
past decade, except shoes. Every- 
where else it is taken for granted 
that prices must parallel costs. But 
in shoes the mere suggestion of 
realistic price change brings the 
apprehension that volume will suf- 
fer. 

“We forget that shoes are cheap. 
We can and must lead from 
strength which lies in the acknowl- 
edged great value in shoes and not 
from unjustified fear of changing 
the outdated price tag.” 
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MIDWEST SHOE MARKET 


— FREE COFFEE AND ROLLS SUNDAY MORNING — 
— SEE “WHAT'S NEW IN FIXTURES AND DISPLAYS” — 
Cocktail Party & Buffet Dinner Sunday, May 3 


MIDWEST SHOE TRAVELERS’ ASSOCIATION 


MORRISON HOTEL @ CHICAGO 
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New Manufacturing Firm 
Organized in Newburyport 


NEWBURYPORT, MASS. — A 
new shoe manufacturing firm named 
H & A Shoe Corporation has been 
formed here. Chairman of the board 
and vice-president is William Rynne, 
who has recently resigned from 
Domani Shoe Company, a division of 
Genesco. 

Other officers are: president, Phil 
Feigenbaum; treasurer, Irving Lam- 
pert, and controller, Maurice Feigen- 
baum. 

The company will have an office in 
New York’s Empire State Building. 


Ewing Heads Pattern Mfrs. 


BOSTON — Lawrence J. Ewing, 
Jr., has been elected president of the 
Shoe Pattern Manufacturers Associ- 
ation. Richard S. Guild of Boston 
Was re-appointed to the post of exec- 
utive director. Other officers named 
are John Preble, vice-president, and 
Harry J. Kenerson, Jr., secretary- 
treasurer. The three officers plus 
John Noonan and Stuart F. Jeans 
constitute the new directors. 


United Shoe Machinery Lists Promotions 


RICHARD C. MARCY 


BOSTON—United Shoe Machin- 
ery Corporation has announced a 
series of promotions affecting five 
members of its staff. 

Dana W. Woodward, formerly 
manager of the corporation’s last- 
ing department, moves to the newly 
created position of manager of shoe 
machinery marketing. 

Richard C. Marcy, formerly man- 
ager of United’s cement shoe de- 
partment, becomes manager of the 
recently combined lasting and ce- 





YOU MAKE 44% PROFIT 


on the NEW.. 


Ue Poa 
METATARSAL 
CUSHIONS 


DANA W. WOODWARD 


GAYNOR O'GORMAN, JR. 


ment shoe department. 

Joseph C. Roper, Jr., formerly 
manager of the advertising and 
publicity department, is named as- 
sistant to Mr. Marcy for cement 
shoe machinery. 

Richard E. Howe becomes 
sistant to Mr. Marcy for lasting 
machinery. 

Gaynor O’Gorman, Jr., will be 
manager of the advertising and 
publicity department of the corpora- 


tion. 
Be 
ee 
piir 
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YOUR COST 


$4.00 Dz. 


SUGGESTED RETAIL . 7.20 Dz. 
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Yes, dealers all over the 
country have found out what 
fast sellers these NEW Dr. 
Scholl’s Metatarsal Cushions 
are, and how they have 
changed their profit picture. 
Give your customers these 
NEW super-cushioning shock 
absorbing Vi-Foam Cushions 
. .. the perfect cushions for 
eal Metatarsal Arch Support. 
They relieve pain, burning 
and callouses at ball of foot. 
Self-sticking. Packed in attrac- 
tive colors for pegboard dis- 

lay. Sizes: Small, Medium, 
paid Extra Large. 


THE SCHOLL MFG. CO., INC. 


213 W. Schiller, Chicago * 62 W. 14th, New York * 3223 E. 46th, Los Angeles 


K5600 
still $2.45 


Summer is coming . . . Time to place orders for camp moccasins. 

Quoddy Moccasins has world's largest open stock. Write for 

illustrated price list. Here are a few of our more than 150 

styles... 

K5600 (see photo) Hand laced true moccasin with beaded 
kiltie, soft glove leather, low wedge and composition 
sole. Black, Turquoise, Red, Cream, White, Pastel Blue. 
Women's M 4!/2-10, N 5!/-9, $2.45. 

5300 Same as K5600, no kiltie. White moc arch sole. 
Women's M 3!/-10, N 5!/-9, $2.40. Child's, 9-3, $2.25. 

K5200 Same as above, crepe sole, Auburn Brown and Cream 

only. Women's 4!/2-10, $2.40. 


TERMS: Net 30 days FOB, Portland. On 100 pair orders, 
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10c per pair or transportation allowed. 


SPIEGEL-STANLEY CO.—Portland 3, Maine 
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because White Shoe Care 
is EASY with kh 
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Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H. Ress & Sons Co. 


Chicego 22, Illinois 
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JOHN A. FRYE SHOE CO., Inc., Marlboro, Mass. 


OVER 800,000 IMPORTANT YOUNG MEN 
BUY AND READ PLAYBOY EVERY MONTH 


So. Calif. Executives 


‘Name Kaliel President 


| LOS ANGELES—Herbert Kaliel 
| of Century Wood Heel Company has 
| been elected president of the Shoe 
| Executives Association of Southern 
| California. 

The association, formed about 
two years ago, is composed prima- 
rily of shoe factory production 
heads and shop foremen. Also 
among the membership are suppli- 


Leo Milchen (left), outgoing president 

of Southern California Shoe Executives, 

shows new President Herbert Kaliel his 

“little black book" of plans for the 
coming year. 


ers of the various materials and 
component parts of footwear. 

New officers, in addition to Mr. 
Kaliel, are: first vice-president, Mil- 
ton Millman of Vogue Shoe, Inc.; 
second vice-president, Pat Fazio, 
Aronov of California; third vice- 
president, Simon Cohen, Artcraft 
Shoe Manufacturing Company; re- 
| cording secretary, Armand Barasa, 
| Great Western Heel Company; cor- 
| responding secretary, Victor Solo- 
mon, Kay Shoe Company, and trea- 
| surer, Edgar Rosenthal, Cobblers, 
| Inc. 

Sergeants-at-arms will be Paul 
| Chernoff, of Ted Saval, Inc., and 
| Maurice Edney, Vogue Shoe, Inc. 

Avowed purpose of the organiza- 
tion is to increase members’ under- 
standing of the industry through 
exchange of views and experiences, 
as well as to cooperate with other 
shoe trade associations to further 
the industry as a whole. Also a 
charitable organization, the group 
at present is turning its efforts to- 
ward furthering the work of the 
| City of Hope. 
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Kirk Is Elected Chairman 
Of Genesco Advisory Board 


NASHVILLE, TENN. — George 
Kirk, vice-president and production 
manager of Valentine Shoe Com- 
pany, has been elected chairman of 
Genesco’s advisory board of di- 
rectors. 

The 18-member advisory board 
collaborates with the senior board of 
directors. 

Maurice Miller, employee relations 
advisor of Genesco, was named vice- 
chairman. George Langstaff, who 
heads the corporation’s Pioneer divi- 
sion, was named secretary, and D. L. 
Metcalf, vice-president of Fortune 
Shoe Company, was elected assistant 
secretary. 


Houlton, Me., Plant to Open 


HOULTON, ME.— The Houlton 
Footwear Company, a subsidiary of 
the Hampshire Footwear Corpora- 
tion of Somersworth, N. H., will 
open a shoe factory here. Starting 
with 300 employees, the company 
will occupy temporary quarters in a 
building at the municipal airport. 
Later a modern plant will be built. 


TV Introduces Dunham Bros. Import Line 


BRATTLEBORO, VT.—Dunham 
Brothers Company scored a “first” 
by using a four-station television 
hook-up to introduce a line of im- 
ported shoes being distributed by 
the Brattleboro firm. The line fea- 
tured was “Tuf,” comprising vul- 
canized service and semi - service 
shoes for men made by Moulded 
Footwear, Ltd., of England. 

Viewers reached by this unique 
method included Dunham salesmen 
gathered here at company headquar- 
ters for their spring sales meeting, 
and Dunham customers in much of 
northern New England. 

Originating in the TV studio in 
Winchester, N. H., the March 26 
show was carried also by stations in 
Greenfield, Mass., Claremont, N. H., 
and Hanover-Lebanon, N.H., which 
also covers White River Junction, 
Vt. 

Incorporated in the telecast were 
TV film clips brought over from 
England, and tape-recorded mes- 
sages from John H. Britton, chair- 
man of Moulded Footwear, Ltd.; 
Bernard Marriott, sales director; 
and a Yorkshire worker who has 


been with the British firm for more 
than 45 years. The live portion of 
the show was enacted by George D. 
Mason, Dunham’s vice-president and 
treasurer, who displayed some of 
the shoes in the “Tuf” line, and by 
Robert Aronson of Robert Aronson 
Associates, who outlined the com- 
pany’s advertising and promotion 
plans. Included in these, he said, 
will be spot announcements on a 
wide-flung TV network. 

This was a half-hour show be- 
ginning at noon. This time was se- 
lected so that as many retailers as 
possible could watch during their 
lunch hour. All Dunham Brothers 
accounts had been alerted in advance 
by letter, and a prize of one pair of 
“Tuf” shoes was offered for the best 
promotion idea submitted following 
the telecast. 


Miss Jane Wheeler, fashion co- 
ordinator for Colonial Tanning 
Company, Inc., Boston, left recently 
for a six-week tour of European 
fashion markets. On her itinerary 
are Italy, France, Holland and 
Switzerland. 





No. M105 


Success Story! Lightweight, Good 
Looking, Golf Shoe Demonstrates 
Great Sales & Profit 


Pertormance 


Public interest in 
Wm. Joyce golf 
shoes for men and 
women has been 
phenomenal...in 5 
years this fine shoe 
has become a major 
brand because of 
exclusive advantages 
of lightness, comfort, 
balance, and style. 

. Get the facts. 
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Tan Glovecalf CLUTTER CLUB 
Retail $24.95 Sizes 5%% to 14—AA to E 


CATALOG IN FULL COLOR 
BOWEN, INC. 


81 Masonic Court, Pasadena 1 


WAREHOUSES... 
OVERNIGHT SERVICE 


Hillside, 111. ¢ 4100 Warren Ave. * Linden 4-9350 
Seattle, Wash. ¢ 117 Madison Ave. * MAin 4-1740 
Pasadena, Calif. * 81 Masonic Court * RYan 1-5141 
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SHOWING: MAY 3-7 
NEW YORK 
TRADE SHOW BUILDING 
ATLANTA: HOTEL PIEDMONT 


ROOM 531-2 
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Broitman-Gaffin 


SEC ‘ 


NEW YORK 13, N.Y 





Series No. 320. 

Sizes 5-8, 9-12 

13-3. Brown, 

White, Red, Beige. 
Now! Also in growing 
Girls’ Sizes: 4-7. 


KIDDIE SANDALS 


The ORIGINAL cushioned INSOLE sandals. Elk finish 
cowhide uppers. Chrome soles. Adjustable vamp. 
Young sun worshippers love Sun-San’s barefoot feel. 
Mothers like the fit, the LONGER wear. Order now. 
Playtime favorites, fast sellers! Sun-Sans 

with scientific design. 


HOY SHOE CO. 


Sun-Gbo 


with Hoy-way molded sole. Priced 
for volume sales! 

Series No. 880 

Sizes 5-8, 9-12, 13-3. 

Brown, White, Red. 


1128 LOCUST ST., ST. LOUIS 1, MO 





‘Esquire’ Replaces ‘Mr.’ on 


NEW YORK—The makers of 
Esquire shoe polish have adopted a 
unique company policy that gives 
their products an incidental boost 
whenever they address a letter. 

Henceforth, when anybody at Kno- 
mark, Inc., sends a letter to John 
Smith, it will read, not “Mr. John 
Smith,” but “John Smith, Esquire.” 
And the company has asked its dis- 
tributors and dealers to join in the 
movement. 

In another letter, to presidents of 
500 leading U. S. corporations, Kno- 
rmark President Irving J. Bottner 
suggested that the “Esquire” ap- 
pellation is just what’s needed to give 
the common man a lift. He wrote: 
“*Mister’ denotes anonymity 
relegates man to the mass. : 
Whereas ‘Esquire’ has distinction, 


Polish Manufacturer’s Mail 


gives a man an air.” 

Knomark will follow up this “Man 
in Command” theme in its spring 
advertising. The opening ad in a 
series of full-page, color advertise- 
ments, scheduled for the April 27 
Life, will portray a Pan-American 
Airways pilot as “The Man in Com- 
mand ... Precise... Poised... 
Polished . . . Right Down to His 
Esquire Shine.” Five insertions of 
the ad in Life and Look are planned. 

One-minute filmed TV commercials 
for Esquire polishes will carry 
through the image-building cam- 
paign with the same pilot. Current- 
ly under way in 36 markets, the TV 
drive will extend through June 21. 

During the spring, the company 
is also promoting its other polishes 
via TV and consumer magazines. 


Ripple Sole Footwear to Be 
Seen on Daytime TV Show 


DETROIT—Ripple Sole shoes will 
be promoted on “Haggis-Baggis,” a 
high-rated daytime television show 
carried by 173 NBC-TV stations. 
Morton Hack, vice-president of the 
Ripple Sole Corporation, said ar- 
rangements have been completed. 

Ripple Sole shoes made on the 
Treadeasy last by P. W. Minor & 
Son, Inc., will be modeled on the pro- 
gram and given as prizes. Sandals, 
casuals and golf shoes will be in- 
cluded. Mr. Hack has urged local 
retailers in areas where the program 
is seen to tie in with newspaper ads. 

Ripple Sole Corporation also an- 
nounced that Denmark has regis- 
tered the trademark “Ripple,” thus 
joining the list of nations which 
have granted trademark registra- 
tion for the Ripple Sole. 
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New Arkansas Firm to Make 
High-Grade Dress Flats 


JONESBORO, ARK. — A _ new 
shoe manufacturing plant, the Jones- 
boro Shoe Company, will begin 
operations here May 1. It will pro- 
duce a line of high-grade women’s 
dress flats. 

Harold W. Cohen, veteran shoe 
manufacturing executive, said the 
factory will open with 35 employees 
and an initial daily output of 540 
pairs. By November he hopes to 
employ 120 and manufacture 2160 
pairs a day. 

A completely conveyorized opera- 
tion is being set up in a 6500-square- 
foot building. According to Mr. 
Cohen, machinery will include an 
electronically controlled sole press 
and three Omic lasting machines 
from France. 

Mr. Cohen was vice-president and 
general manager of B G S Shoe Cor- 
poration, Manchester, N. H., for 25 
years. 

He is president of the new firm. 


Genesco to Open Sales Office 
In Downtown Los Angeles 


NASHVILLE, TENN.—Genesco 
is setting up a downtown Los An- 
geles sales office to represent For- 
tune, Storybook - Datebook and 
Vogue lines, plus various central 
stock and vulcanized shoes distrib- 
uted through those divisions. The 
office, in the Hotel Alexandria, will 
serve lower California, the southeast 
corner of Nevada and the western 
section of Arizona. 

Jim Hofstedt and Harry Rein- 
glass, Genesco salesmen in Califor- 
nia, have been absorbed into the 
new organization. With them will 
be Dave Price, who was with the 
company’s Jarman division as a ter- 
ritorial assistant before joining the 
Broadway Department Store organ- 
ization of Los Angeles. 

Although the staff has already be- 
gun operations on the road, the of- 
fice and sample rooms will not be 
ready for occupancy until about 
May 25. 


The American Machine & Foun- 
dry Company, New York, has ap- 
pointed the Jules L. Klein Adver- 
tising Agency, Pittsfield, Mass., and 
New York, to handle the advertising 
for its Stitching Machinery and 
AMF Tool divisions. 
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when you need it most 
—when customers are 
waiting. Long Arms get 
the shoes from the high 
shelves quicker than by any other method. 
Empties are returned upside down. Order Several. 
Satisfaction guaranteed with 24", 36'', 48" and 

60"', $3.50; 72°' handles, $4.50 postpaid in USA. 
Seidele Bi length and if for men's or women's 
boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 
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Panorama Debuts in N. Y. 


ST. LOUIS—Panorama Shoes, In- 
ternational Shoe Company’s top line 
of fashion shoes for women, opens 
a New York display room in the 
Marbridge Building April 15. Gen- 
eral Manager Jack Dalton said the 
line, introduced last October at the 
National Shoe Fair, is making its 
New York debut. 

The new display room is fur- 
nished with white upholstered chairs, 
black tables and black drawer chests 
with white tops. A white louvered 
ceiling and charcoal carpeting com- 
plete the setting. 


Hickey Gets Ireland, Alaska 
Together—at Boston Dinner 

BOSTON — William F. Hickey, 
president of John R. Evans & Com- 
pany, Camden, N. J., tanners, last 
month conducted his final meeting 
as president of the Charitable Irish 
Society of Boston, one of this coun- 
try’s oldest organizations. 

For the group’s 222d annual an- 
niversary dinner, outgoing Presi- 
dent Hickey arranged a unique pro- 
gram: a meeting of representatives 
from the newest state formerly ad- 
mitted to the Union, and the ances- 
tral land of millions of Americans. 
More than 600 members and guests 
listened to Senator E. L. (Bob) 
Bartlett of Alaska and Dr. Robert 
C. Geary of Ireland, Chief of the 
Bureau of National Accounts of the 
United Nations. 


Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A R i S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 
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1235 Washington, St. Lovis 3, Mo 
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ONLY 
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Mercantit “ANTERMATIONAL 


1133 Broadway N.Y.C. 19 OR 5-8390 





ORTHOPEDIC FOOTWEAR 


_TARSO PRONATOR SHOES® 


—for club feet— 

. prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made and distributed only by: 


| Maurice J. Markell Shoe Co., Inc. 


| 332 South Broadway * Yonkers, N. Y. 


RUBBER FOOTWEAR 











SURE-FOOTED COMFORT 


most flexible, 
coolest on 
deck, 


ANTI-SLIP 


TOP-SIDER = 


Box 338G, Naugatuck, Ct. 
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Hussco Hosts Distributors at Buying Sessions 


NEW YORK—tTwice a year over 
a three-week period, Hussco Shoe 
Company’s distributors come to the 
home office in New York for briefing; 
discussion of economic conditions, 
price trends and promotions; in- 
ventory planning and buying for 
next season’s needs. They detail the 
merchandise now for their initial 
in-stock set-up for fall and buy 50 to 
60 per cent of their expected season’s 
requirements. The shoes are de- 
livered in May, June and July. 

Such buying sessions have been in 
progress in recent weeks. 

Hussco Shoe Company’s distribu- 
tive service is unique. At present 
there are 10 distributors—exclusive 
selling agents in specific areas. Ac- 
tually, they are in-stock shoe whole- 
salers. They buy the shoes from 
Hussco, stock them. Then, in turn, 
they sell them to their own accounts. 
Distributors may carry kindred lines 
but none that will conflict. 

A recent visitor to the home office 
was Victor Kanners, 4444 Second 
Blvd., Detroit, recently named Huss- 
co “Distributor of the Year” in rec- 
ognition of progress achieved. His 
area of service is all of Michigan 
plus Toledo, O. In shoes, he is ex- 
clusively a Hussco distributor. He 
also has a sales organization in the 
shoe findings field. He came to the 
Hussco office in the Marbridge 
Building together with his salesman, 
Victor Lathangue, for this semi- 





Meyer Co. to Make Labels 
At Popular Price Show Booth 

NEW YORK—The Meyer Label 
Company, Inc., will serve up “labels 
while you wait” to retailers, whole- 
salers and manufacturers attend- 
ing the Popular Price Shoe Show, 
May 3-7. 

Company officials are installing a 
label-imprinting machine in their 
booth at the Hotel New Yorker. They 
said a shoeman who wants a label 
for a regular branded line will be 
able to pick his design from numer- 
ous forms. Similarly, a_ retailer 
wishing to run a promotion tying 
in with his purchases will be able to 
get a suitable label. 

The Meyer firm, which has offices 
in New York City, will also intro- 
duce a sample shoe identification 
label, offered in either square or 
round shape. 
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annual meeting with Hussco execu- 
tives. 

Discussions ranged from the cur- 
rent price and economic situation 
through promotion plans for the 
season ahead. Harold Kessler, vice- 
president and head of merchandis- 
ing, analyzed the hide and leather 
situation and its effect on shoes. 


Victor Kanners (right}, Hussco Shoe 
Company's “Distributor of the Year," 
and his salesman, Victor Lathangue, ex- 
amine teenage boot in fall-winter line 
during semi-annual trip to Hussco offices. 


He told the visitors, “With the 
cost situation as it is, there is no 
choice but to raise prices because 
we intend to maintain quality and 
value. We feel definitely that our 
emphasis will be on higher price 
ranges than heretofore. In our low- 
est price range, $5, we feel that for 
certain areas and types of customer 
(particularly in the rural locale), 
we have to maintain that minimum 
price. However ... there is to be a 
definite upgrading.” 

After discussion of the pricing 
situation, the distributor’s own 
problems were considered. 

William Garvin, marketing direc- 
tor for Hussco, reviewed fall pro- 
motion plans. He said the company 
is trying to create a new “quality 
image.” 

“We intend to build a line of shoes 
with the same strength of prestige— 
school, sport, casual—that our moc- 
casin line has attained,’ he said. 
Hussco is marketing complete lines 
of flat heel and casual types for 
adults; for the teenager, everything 
but evening shoes. 

A full-page ad in the August issue 
of Seventeen is scheduled. A series 
of mailings is also planned. 





WANTED TO PURCHASE 








WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
132 No. 4th St ila. 6, Pa. 
Phon 


s Ph 
e: WA 5-9533—WA 5-9927 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Honest Dealing 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 














FACTORY MANAGEMENT 








HEVERLE and HAY 


121 North Broad Street 
Philadelphia, Pa. 


Specialists in Leather Saving, cutting 
control, and all shoe management 








problems. 








MERCHANDISE FOR SALE 








"SANG OF ITALY" 
Up-to-Date 


FASHION-SHOES 


Flats and Heels; First showing in Amer- 
ica, Popular Price Shoe Show, May 3-7, 
New York, Hotel New Yorker. If you like 
to double your money don't miss seeing 
this line. 

REPRESENTATIVE FOR THE U. S. A. 


WALTER SALOMON 


6 South 7th Street, Vineland, N. J. 














GIVE-AWAYS 








Coloring and Comic Books, Imprinted Pre- 
miums ... Free catalog. Our New Address: 
oo Mfg., 184W Merrick Road, Merrick, 
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FAIR WARNING | | i (/Jiaectras 


After transacting your business with P R C ES Any quantity..any time. Weil 
UNCLE LOUIS you will be so PLEASED AND ar SURPLUS SHOES posed lye dog 
OVERIOYED you surely will feel like kiss- CANCELLATIONS pig ag Rags rs 
ing him. COMPLETE STORES write, wire or phone immedi- 


Write or wire for fast ac- ately. 


tion . . . quality men’s, M. K. Weil Shoe Co. 
PLEASE DON'T women's and children’s shees. 1215 Washington Avenue 


CAUSE AUNT JENNIE IS JEALOUS Fine Footwear FOr OVER 43 YEARS a 


UNCLE Louls Camitta & Son MOSINGER-COHN «While fa Town See Well” 


91 Reade St., N. Y. C. WOrth 2-5063 1235 Washington, St. Louis 3, Mo 





























VU BARIS BUYS for CASH ZZ 
B A R i Quick decision on your offers of discontinued and 


surplus men's, women's and children's shoes. 





Also complete stores considered 
T 10N’ sT 
CANCELLATION FONoeS Jobs In Fine Shoes From Fine Sources Since 1931 for 


79-81 Reade St. * New York 7, N.Y. © Tel: WOrth 2-5180 e closeouts 
\ WUHHHHEHCC HCH CHL HHL CEECEEEEEEEE/ . —_ 
e discontinued 
lines 
WE PAY MORE | ea WE ARE RETAILERS ¢ complete stores 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES BROITMAN- 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT GAFFIN SHOES 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. ine. © BE 3-7290 
Max L. Meltzer, Pres. Ivanhoe 1-9830 146 DUANE $T., N. ¥.C. 



































TOPPS PAYS THE TOPS ~* COMPLETE STORES # 


WE ARE RETAILERS i 
We buy Men's, Women's, Children's Shoes . W A N T F f) ; 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 4 £ 
Union City, N. J. UNion 3-6413 ARRONSON BROS. & BAYROFF 


Phone or Wire Collect Bh 100 chambers St., N.Y.C. RE2-4170-4171 
BaHeHRHHHH EE a 





Confidential negotiations by 
: rated . . . experienced retailers 

















B. & R. PAYS THE LIMIT WE BUY 


Your BRANDED 
WE BUY CLOSE OUTS cy and DISCONTINUED 


COMPLETE SHOE STOCKS A | SURPLUS STOCK 
Phone or wire LEASES ASSUMED S | Write or Phone 


= YOUR NAME PROTECTED HH | WAlnut 52062 
CAMITTA SHOE CO. 
B&R SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 iat iid tea 
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Personnel 





GEORGE W. THOMAS 


L. F. NORSWORTHY 
Goodrich Promotion 


VP ond Director 


Elected... 


Leonard F. Norsworthy, as vice- 
president and director of Brauer 
Brothers Shoe Company, St. Louis. 
Mr. Norsworthy, who formerly 
served as superintendent for the 
company, replaces A. J. Brauer, Sr. 
on the board of directors, and suc- 
ceeds Fred P. Wagner as vice-presi- 
dent. 


Promoted... 


George W. Thomas, to superin- 
tendent of manufacturing services 
for the B. F. Goodrich Footwear 
and Flooring Company, Watertown, 
Mass. With the company since 1922, 
he had served since 1957 as divi- 
sional superintendent of all light 
and heavy footwear. 

David Sag, from an assistant 
buyer’s post to buyer of slippers, 
tennis shoes, rubbers and findings 
for National Shoes, Inc., New York- 
headquartered chain. Henry Ber- 
man remains buyer of children’s, 
men’s and boys’ shoes. 

Earl Baldwin, to plant manager 
of Genesco’s Saval Shoe Company 
in Los Angeles. Succeeding him as 
superintendent of Genesco’s shoe 
manufacturing plant in Danville, 
Ky., will be Frank Pedigo. 


JERRY HOEHN 


ELMO ONSTAD 


DAVID SAG 
Named by J&M 


Elevated to Buyer 


Edward J. Geise, to manager of 
commodity sales for the Naugatuck 
Chemical division, United States 
Rubber Company. Formerly assis- 
tant manager of commodity sales, 
he replaces Albert W. Holmberg, 
who retired in February after 50 
years in the rubber industry. Mr. 
Geise’s headquarters will be in the 
division’s main pliant in Naugatuck, 
Conn. 


Appointed... 


Jack Rusoff, as assistant sales 
manager of Plastix Footwear Cor- 
poration, Los Angeles, a new posi- 
tion at the company. He was for- 
merly a partner in Cal Moc 
Manufacturing Company. 

Elmo Onstad, as sales representa- 
tive for Johnston & Murphy Shoe 
Company, a division of Genesco, 
Nashville, Tenn., as the first step 
in expansion of the J&M sales or- 
ganization throughout the U.S. He 
will cover Colorado, New Mexico, 
Arizona, Nevada and California 
northward to San Francisco. Dan 
Linder will represent the division 
on the West Coast from San Fran- 
cisco northward. 

Harry A. Bindbeutel, as_ sales 
representative for Vitality division 


DONALD CARLSON MARIANNE TATER 





Fashion Consultant 





Cc. K. BODINE, JR. 
Joins Penaljo N. d by C lly 


150 


by Goodrich 


GERALD A. GRAY 


HARRY BINDBEUTEL 
To Wall-Streeter 


With Vitality Div. 


of International Shoe Company, St. 
Louis, in the Rocky Mountain 
states. His headquarters will be in 
Denver. 

Daniel T. Clarke, as sales repre- 
sentative for the United Men’s divi- 
sion of Brown Shoe Company, St. 
Louis. Replacing Donald M. How- 
ard, he will cover Colorado, Ari- 
zona, New Mexico and portions of 
Kansas and Utah. 

Norman Solomon, as New En- 
gland representative for Dr. Posner 
Shoe Company, New York, replac- 
ing Martin Smith, who resigned. 
His headquarters will be in Brook- 
line, Mass. 

Gerald A. Gray, as sales repre- 
sentative for Wall-Streeter Shoe 
Company, North Adams, Mass. He 
will work with Henry Kaye, metro- 
politan New York salesman, in 
North Jersey, parts of Long Is- 
land, and New York’s Westchester 
County, in addition to traveling up- 
state New York. 

Jerry Hoehn, as sales representa- 
tive for Penaljo division, Hamilton 
Shoe Company, St. Louis. His terri- 
tory will include the North Cen- 
tral and northern Rocky Mountain 
states. 

Harry L. (Had) Albright, as sales 
representative for the Sebago-Moc 
Company, Westbrook, Me. Mr. Al- 
bright, who succeeds Herbert 
Spriggs, will cover Ohio and West 
Virginia. Norton Cotton, who pre- 
viously covered southern California 
and Arizona for the company, now 
will travel all of California as well 
as Arizona and Nevada. 

Joseph Messner and Ralph Law- 
renson, as sales representatives for 
The William Brooks Shoe Company, 
Nelsonville, O. Mr. Messner, who 
succeeds Glenn Harcgq, will cover 
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the Chicago area, the rest of Il- 
linois, and St. Louis. Mr. Lawren- 
son will cover Iowa, Nebraska, 
Colorado, Kansas and northern Mis- 
souri. He succeeds the late Burnie 
Boyle, who died in January. W. A. 
Mabry, Jr., has joined Kilduff’s As- 
sociates, which represents Brooks 
in the South. 

Charles K. Bodine, Jr., as a mem- 
ber of the sales staff of the Con- 
nolly Shoe Company, men’s shoe 
manufacturers, Stillwater, Minn. 
His territory includes all of New 
England as well as upstate New 
York. Mr. Bodine succeeds C. W. 
Leavens, who has retired. 

Donald O. Carlson, as Midwest 
salesman of industrial footwear 
and gloves for the B. F. Goodrich 
Footwear and Flooring Company, 
Watertown, Mass. His headquarters 
will be in Chicago. Bernard L. 
Dougherty moves from Chicago to 
Minneapolis to succeed Mr. Carlson 
as a Goodrich footwear salesman 
covering the Dakotas and parts of 
Minnesota and Montana. Leon D. 
Kemper fills the vacant Chicago 
post. 

Karl W. Wolf, as products man- 


ager of the sole and upper leather 
divisions of Armour Leather Com- 
pany. He is in the Chicago office. 

Peter Remis, as coordinator of 
sales and promotion for Beggs & 
Cobb, Inc., Boston leather firm. He 
formerly held an administrative 
post with Acme Leather Company, 
Peabody, Mass. 

Mrs. Marianne Tater, as fashion 
consultant for Majestic Fabrics, 
Inc., Boston. She was fashion di- 
rector of Oomphies, Inc., for five 
years before resigning early this 
year to form her own consultant 
service. 


Transferred ... 

E. E. Burris, from the Franchise 
division to the Propr-Bilt division 
of Brown Shoe Company, St. Louis. 
He will assume sales duties and 
travel a territory comprising Mis- 
souri, Kansas, Arkansas, Oklahoma, 
Louisiana, Texas, New Mexico and 
Colorado. 

Whitney Summers, from the 
Rocky Mountain territory to the 
eastern Pennsylvania territory as 
sales representative for Vitality di- 
vision, International Shoe Company. 


Desco Display Salutes Hawaii 


NEW YORK — Desco Shoe Com- 
pany will salute the 50th state by 
adopting 2 Hawaiian theme for its 
Popular Price Shoe Show exhibit in 
the company’s New York showrooms. 
To point up a women’s line “designed 
for the casual life of the islands,” 
Desco will show its footwear on Ha- 
waiian models and serve pupu—is- 
land hors d’oeuvres — daily from 
breakfast time to cocktail time, ac- 
cording to officials of the shoe manu- 
facturing firm. 


Irving Tanning Ads Lauded 


BOSTON—tThree advertisements 
of the Irving Tanning Company 
were picked for major awards at 
the Fifth Annual Art Directors’ 
Show of Boston. Included were the 
top two prizes for advertising ex- 
cellence in the category of black 
and white advertisements of less 
than a full page. Receipt of the 
honors was announced by Harvey 
M. Kirstein, vice-president of Irv- 
ing Tanning Company and Hunt- 
Rankin Leather Company, both of 
Boston. 





Cc 4 Gi ; rs © Built for Comfort 


e Designed for Shoe Stores 


e Priced to Sell! 


4’ 


Write today to 


RAVENNA, 


April 15, 1959 


OHIO 


for your catalog d 








Classified and Want Ads 








SALESMEN WANTED 


SALESMEN WANTED 





SALESMEN WANTED 








SELL 


The Line for Boys, Youths and Men 
that’s loaded with Selling-Ammuni- 
tion. 


SELL 


The Line that gives you Pre-Tested 
Styling and precedence over com- 
petition with a 40%-Plus Mark-up. 


And! 


Sell the only Line of Footwear that 
is Sales-powered by the Famous 


Name of PAT BOONE—nuf said! 


all backed by a hard-hitting pro- 
gressive organization that’s “grow- 
ing-places.” If you're a producer 
and worker and want to carry the 
ball for us in: 


IND., WEST OHIO & KY. 


ALA., MISS., TENN. 
MISSOURI & KANSAS 


Tell us about yourself in complete 
confidence. Write: Arthur Laganas, 
Sales Manager. 


ROYAL CADET FOOTWEAR 


Box 977, Lowell, Mass. 

















SIDELINE SALESMAN WTD. 








OPPORTUNITY ! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boor anp SHOE REcorDER, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


POSITION WANTED 


EXPERIENCED SHOE BUYER 
SEEKS IMMEDIATE PLACEMENT 


SHOE BUYER—13 years’ experience, Branded 
and Make-Up, Men’s, Women’s, Children’s Lines. 
Young, energetic, responsible. Excellent references 
Territory preferred—Midwest Complete resume 
available upon request 


Reply to Box 519, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 























Bronx, Westchester County only). 


companion line. Write in confidence. 


JUDY ‘n’ JERRY 


Interested in capable representation in the following territories: |. 
Greater Chicago; 3. Wisconsin. $4.00, 
Infants’, Childs’, Misses' and Little Gents’, all in stock. May be carried with non-conflicting 


SHERMAN BROS. SHOE MFG. CORP., 230 Jackson Street, Lowell, Massachusetts 


N. Y¥. C. (Mahattan, 
$5.00 and $6.00 











FINE, OLD, SUCCESSFUL 
MANUFACTURER 


Of Popular Priced Youths’, Boys’, and 
Men's Shoes and Casuals, rated AA-|I, 
offers attractive commission to Experi- 
enced Shoe Salesmen. 100% In-Stock. 
May be carried with other non-conflict- 
ing Line. Write NOW in complete con- 
fidence. 
Territories open: 
Wisconsin—Illinois + Kansas—Oklahoma 
Minnesota—Dakotas Colorado—Utah 
lowa—Nebraska Tennessee—Georgia 


Reply to Box 517, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 





A sale each day is in the cards 
Some fine territories open 
Exclusive Selling of 


LAMBSWOOL SHOE POLISHERS 


(Dealer's Imprint) 


HOW THEY BUY—Mont. 8,000 pcs. Nebr. 
3,000 pcs. every year—Calif. 2,600 pcs. every 
year 6 years. Mich. 500 every year 10 years— 
N. Y. State 1000 yearly—Many in every state. 
——Ohio writes, please send order blank. 
We want more for Christmas. 

Write now for information—Samples. 

ACE WHITE WOOL BRUSH CO. 


1349 E. MILWAUKEE 
DETROIT 11, MICHIGAN 











Brilliant Brothers Company 
190 Lincoln Street 
Boston 11, Mass. 
National Distributor Men's Popular Price 
Dress, Work, Play Shoes—exclusive or 
sideline. Territories: 
La., Miss.; Ark., W. Tenn.; Calif.; Wash., 
Ore.; Kans., Mo., Neb., lowa; Me., 
N. H., Vt. Enclose resume and refer- 
ences. 











JUVENILE FOOTWEAR—Well Known, 
Long Established Line of Cowboy, Engineer, 
Combat and other Boots. Complete in-stock 
service. Company well rated, successful, grow- 
ing. Several choice territories open. See AL 
NORDSTROM at the PPSSA, Room 646, New 
Yorker, or write: QUINN & DELBERT 
BOOT MFG. CO., Marlboro, Mass. 





FOR SALE 


FOR SALE: TWO FAMILY SHOE 
STORES in Southern California. Buyer may 
purchase either store and any amount of mer- 
chandise or fixtures. Reply to Box 415, Boor 
AND SHOE Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





FOR SALE: PASADENA, CALIFORNIA, 
TO SETTLE ESTATE, Family Shoe Store, 
Top Lines. Inventory under $40,000. Down 
town location. Rear Parking. Reply to Box 
413, Boor anp SwHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 


FAMILY SHOE STORE, Cleveland suburb. 
Established over 10 years. Branded lines. Low 
Rent. About $15,000.00 Inventory. Reply to 
Box 518, Boot anp SHOE REcoRDER, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 








LINE WANTED 








EXPERIENCED FOOTWEAR _ MAN 
WANTS QUALITY LINE. Large Indiana 
and Southern Michigan following. Two years’ 
sales representative leading rubber and canvas 
firm; 3% years’ retail. Married; 27 years old. 
Reply to Box 414, Boot anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














EAST SOUTH CENTRAL 
SHOE SALESMAN 


Bates Shoe Company will interview 
shoe salesmen experienced only at 
wholesale level to replace retiring rep- 
resentative. Secure future to right 
man who will develop high earnings 
from good potential selling to inde- 
pendent retailers in Kentucky, Ten- 
nessee, West Virginia, western Vir- 
ginia and southern Ohio. This is an 
outstanding opportunity to represent 
America’s fastest growing medium- 
priced men’s shoe lines and to cash 
in on “the invention that started a 
revolution in men’s footwear’ — The 
Bates casual line of Floaters. Write 
in complete confidence to: 
MR. FRANCIS E. RYAN 
P. ©. Box 530 Webster, Mass. 











SALESMEN WANTED: LINE CHIL 
DREN’S PRE-WELTS AND CEMENTS; 
sizes to 3, Misses. Territories: Ohio, Indiana, 
Michigan, Iowa and Pennsylvania. If interested 
in any other territory write. Will consider. Re 
ply to Box 364, Boor anp SHoe ReEcorpDer, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 





SALESMEN WANTED BY OLD ESTAB- 
LISHED INFANT SHOES MANUFAC- 
TURER of Soft Soles, First Steps, and Flexi- 
ble Walkers. America’s Best Quality values. 
Short, Easy to carry, highly competitive line. 
Beautiful Straps, Novelties and year round 
selling styles. Ideal Side Line! Highest com- 
missions paid monthly. Several excellent ter- 
ritories open for increased production. State 
references and territories covered. Reply to 
Box 397, Boot anp SHOE ReEcorpDER, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


SALESMAN WANTED: High grade, Im- 
ported Italian Men’s Shoes, in stock and make 
up. Highest commissions paid monthly. Estab- 
lished business in territories available, East 
Coast and South. Can be carried with now- 
conflicting side line. State experience and 
references in first letter. Reply to Box 516, 
Boot AND SHOE RecorpeER, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


COMPETENT SALESMEN FOR FAST 
SELLING IMPORTED Boys’ Shoes. Resi- 
dence essential in assigned territory. Draw 
against commission. State experience. Replies 
confidential. DANINO, INC., 225 W. 34th 
Street, Suite 1509, New York, N. Y. 
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Index to Advertisers 


This advertisers’ Index is published as a convenience and not cs part of the advertising contract. 
Every care will be taken to index correctly. No allowance will be made for errors or failure to insert. 


Acme Boot Company, Inc. .. 9 
Altschul, Julius, Inc. 72 
American Biltrite Rubber Company 
Front Cover 

American Girl Shoe, The .... 2 
American Juniors Shoe 

COMDERGS ERG 656i. see 16 
a Electronics 

orp. 


Arronson Bros & Bayroff .... 
Avon Sole Company 


Ne gy Te + ee ere 

Barbour Welting Company .. 87 

Baris Shoe Co., Inc. ..90, 147, 149 

Beckwith-Arden, Inc. 

Beebe Rubber Company 

Bender Shoe Company 

Berned Shoe Co. ......... 82, 136 

NG SN. |. scsi ck Sees oe 145 

Brezner Division of Allied Kid 
Company, The 

British Classics, Inc. 

Broitman-Gaffin Shoes, 


Cambridge Rubber Co. Vul-Cork 

Division 75 
Camitta, Louis, & Son 
Camitta Shoe Co. 

Carter, J. W., Company 
Chambard Shoe Co., Inc. .... 
Colonial Tanning Company, 
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Converse Rubber Company .. 31 
Curtis-Stephens-Embry Co. .. 108 
Cushionized Bellaire Shoe 
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Danvers Shoe Company 
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Desco Shoe Corp. 

Dickerson, Walker T., Co., 
The 

Dow Corning Corporation 

Drew, Irving, Corporation, 
The 

Dunham Brothers Company .. 133 


. 32, 85 


Eddy Shoe Company 
Edwards Shoes, Inc. ........ 
Everett & Barron 


Farber, L., Company 
Friendly Shoe Company .... 
Frye, John A., Shoe Co., 

RUNGe ainebac tebe sew baeene et 144 


Gallun, A. F., & Sons 





Gardiner Shoe Company, 
Inc. 
General Tire & Rubber Com- 
pany, The 
Gerberich-Payne Shoe Co. ... 
Gilbert Shoe Co., The 
Goding Boots, Inc. .......... 
Golo Footwear Corporation. . 
Goodrich, B. F., and Hood 
Rubber Company 
Goodyear Tire & Rubber 
Company 6, 7 
Gotham Shoe Mfg. Co., Inc... 132 
Great Lakes Shoe Co. 94 
Great Northern Shoe Co. ... 30 
Green Shoe Mfg. Co. ..Back Cover 


Hagerty, P., Shoe Co., The .. 134 
Hamel, L. H., Leather Co. ... 104 
Hempstead Shoe Co., Inc. ... 149 
Herbst Shoe Manufacturing 

Co. 
Heydays Shoes Inc. 
Hoffmann, Harri Co., Inc. .. 
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Hubschman, E., & Sons, 


Irving Tanning Corp. ....... 
Iselin, William, Co., Inc., ... 


Lawrence, A. C., Leather 
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Leverenz Shoe Company .... 101 
Levor, G., & Co., Inc. ...... 3 
Lijon Sandals, Inc. .......... 
Long Arm 

Lucey, John E., & Co., Ine. .. 
Lucky Sales Co., Inc. ....... 


Marbon Chemical Division of 
Borg Warner 
Markell, M. J., Shoe Co., 
Ine. 
Mercantile-International 
Meyer Label Co., Inc. ...... 
Midwest Shoe Travelers 
Association 
Missouri Heel Company 
Monarch Marking System Co., 


Nashua Footwear Corp. 
National Shoe Board 
Conference 
New York Shoe Wholesalers 
Association 
oe 6 ae 
Nunn Bush Shoe Company 
3rd Cover 





Ohio Leather Co., The 


Pellon Corporation 
Pierce, C. S., Company 
Pittsburgh Plate Glass 
Company 
Plastix Footwear Corp. ....34, 35 
Polish Embassy 9° 
Popular Price Shoe Show of 
America, The 
Potvin, R. J., Shoe 
Company 
Princeton Knitting Mills, 
Inc. 
Principle Plastics, Inc. ...... 


Ripple Sole Corporation 
Rockingham Shoe Company .. 
Romito-Donnelly 

Corporation 
Ross, A. H., & Sons Co. .... 
Rueping, Fred, Leather Co. .. 


Salomon & Phillips 

Scholl Mfg. Co., Inc., The .. 

Sebago-Moc Company 

i a Ely ES, 

Southeastern Merchandise 
Mart, Inc. 

Southwestern Shoe Travelers 
Association 


Sperry Topsider 
Spiegel-Stanley Co. 
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gg ee 77 to 81 
Tan Art Inc. é 
Taylor, Thomas, & Sons .... 
Textile Banking Company . 
Thonet Industries, Inc. ...... 
Tingley Rubber 

Corporation 
Topps Shoe Store 
Traister, Oscar, Shoe Co. 
Tyer Rubber Company .... 


United Shoe Machinery 
ee re er 107, 109, 154 


Vaisey-Bristol Shoe Co. 

Viner Bros., Inc. 

Virginia Oak Tannery Sales 
Corporation 


Weil, M. K., Shoe Co. ....129, 149 
Wellco Shoe Corp. .......... 142 
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MONACO Zast 
Style 9660 


Brown Cordo and 
Tartan Nyion 
also in Biack 


CHATEAU Last 
Styie 9901 

Slip-On 

White Swagger Grain 
aiso in Grey or 


PEDIGREE | » eae 
you can TRUST... 


by a 
Division of Nunn-Bush! 


Quality seeking style conscious buyers 
are never disappointed when they 
look to Nunn-Bush for superior 
shoes at a budget-comfortable price. ‘7. ocueumdar me 


Edgerton Shoes show pedigree ... and a Porpdeniinats 
: : . \ " aiso in Black 
well they might, being sired by the 
most respected shoemaking skill in 


the entire shoe industry. 


from $ - 95 


See your local Edgerton Dealer 


NUNN-BUSH SHOE COMPANY * MILWAUKEE 1. WISCONSIN 


MONACO Last 

Style 9433 

Pii-Matic Construction 
Oak Cameo Calif 


CHATEAU Last 
Style 9650 
Ventilated 


Ss H  @ ] E Ss FO R M E N Turf Swagger Grain 


also in Black 


Write for Elaborate Edgerton Catalog 





children’s 
shoes... 


our 
OUNCES-LIGHT 


SUMMER-SAULT 


At last, a shoe to help you do a better warm-weather business. Designed 
specifically for this purpose, styled to attract, made to fit and wear, and 
promoted to sell. (We’re introducing it to consumers this month... you’ll see 
the ad on the back cover of Parents’. And, there’ll be a second Summer-Sault 
ad in May Good Housekeeping.) A real shoe, with real protection and support, 
yet completely flexible, light and airy. Advanced THE 

customer reaction has been terrific. You’ll want the R 
Summer-Sault. Now, more than ever, you can and TRI DE ITE 
should sell Stride Rites every season of the year. SHOE 


GREEN SHOE MFG. CO., BOSTON, MASS. 








